Customer satisfaction survey for clothing store Pointguard by Hautamäki, Eeva
SATAKUNTA UNIVERSITY OF APPLIED SCIENCES 
 
 
 
 
 
 
 
 
 
Eeva Hautamäki 
 
CUSTOMER SATISFACTION SURVEY FOR CLOTHING STORE 
POINTGUARD 
 
 
 
 
 
 
 
 
 
 
 
 
School of Business Rauma 
Degree Programme of International Business and Marketing Logistics 
2007 
 CUSTOMER SATISFACTION SURVEY FOR CLOTHING STORE 
POINTGUARD 
 
 
Eeva Hautamäki 
Satakunta University of Applied Sciences 
School of Business, Rauma 
Satamakatu 26, 26100 Rauma 
International Business and Marketing Logistics 
April 2007 
Nea Saarinen 
UDK Class: 658.81 
Pages: 81 
 
 
Keywords: Quality, Expectations, Customer satisfaction, Customer relation 
 
 
This study was conducted to clarify which factors influence customer satisfaction 
and why is it important. In the study overall satisfaction of case company, 
Pointguard, was studied as well.  
 
In the theoretical part factors influencing customer satisfaction are introduced and 
explained in detail. Main chapters discuss of expectations and quality, but other 
factors such as personal and situational factors are handled as well. Material for the 
theory was collected from literature and articles.  
 
For the empirical part questionnaire was produced in order to study satisfaction of 
customers of Pointguard considering product line and customer service. Additionally 
owner of Pointguard was interviewed in order to compare conceptions of customer 
satisfaction of customers and the owner. The interview provided also practical 
examples for the theory and gave a foundation for a company presentation.  
 
Results indicated that customer satisfaction in Pointguard is in very good level. Also 
comparison with the conception of the owner and the customers provided positive 
results. There were only three major concerns. Firstly problem solution procedures 
could need some development as the results gave an impression that problems, 
although rarely occurring, are not managed in best possible way in Pointguard. 
Marketing activities require reconsideration as well. With current marketing 
activities, too hip hop centered image does not change more attractive for other than 
hip hop oriented customers. Finally, selection of female clothing needs expansion 
and improvement as currently women are minority in the clientele, but nowadays 
very important customer group.   
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Tämä tutkimus suoritettiin, jotta voitaisiin selvittää mitkä tekijät vaikuttavat asiakas-
tyytyväisyyteen ja miksi asiakastyytyväisyys on tärkeää. Työssä selvitettiin myös 
kohdeyrityksen kokonaisvaltainen asiakastyytyväisyystaso. 
 
Teoriaosassa esitellään asiakastyytyväisyyteen vaikuttavat tekijät ja ne selitetään 
yksityiskohtaisesti. Pääkappaleissa käsitellään odotuksia ja laatua, mutta myös muut 
tekijät kuten tilannetekijät ja henkilöön liittyvät tekijät käsitellään työssä erikseen. 
Materiaali teoriaosaan kerättiin kirjallisuudesta ja artikkeleista. 
 
Empiirinen osa suoritettiin tuottamalla kysely, jolla tutkittiin Pointguarding 
asiakkaiden tyytyväisyyttä tuotteisiin ja asiakaspalveluun Lisäksi omistajaa 
haastateltiin, jotta voitiin vertailla asiakkaiden ja omistajan mielipiteitä keskenään. 
Haastattelu tarjosi myös käytännön esimerkkejä teoriaosuutta varten sekä pohjan 
yritysesittelylle.  
 
Tulokset osoittavat, että asiakastyytyväisyys Pointguardissa on oikein hyvällä tasolla. 
Myös vertailu omistajan ja asiakkaiden näkemysten välillä antoi positiivisia tuloksia. 
Esiintyi vain kolme pääasiallista parannusehdotusta. Ensinäkin ongelmanratkaisu-
menettelyt voisivat tarvita hieman kehitystä, sillä tulokset antoivat mielikuvan, että 
ongelmat, vaikka niitä harvoin esiintyykin, eivät ole Pointguardissa hoidettu 
parhaalla mahdollisella tavalla. Myös markkinointitoimet vaativat 
uudelleensuunnittelua. Liian hip hop keskeinen imago ei muutu houkuttelevammaksi 
muiden kuin hip hop tyylisten asiakkaiden silmissä tämän hetkisellä markkinoinnilla. 
Lopuksi, naisten vaatevalikoima vaatii laajennusta ja parannusta, sillä nykyään naiset 
ovat vähemmistö Pointguardilla, mutta silti tänä päivänä äärimmäisen tärkeä 
asiakasryhmä. 
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1. INTRODUCTION 
 
 
There are several reasons why it is important to study customer satisfaction. 
Customer is the one bringing money in and in many cases he or she has a lot of 
alternatives to choose from. Customer also comes more and more demanding 
through for instance better education and development of technology. Marketing to 
existing customers is cheaper than marketing to potential new customers. Retained 
customers are also less price-sensitive, more likely to stay loyal and offer free 
marketing as they speak for the company to family and friends of them. (Kotler, 
Armstrong, Saunders & Wong 2002, 389, 391, 395) They also let more service 
mistakes go by than new customers. When customer has several good experiences 
from the same company he or she might just forget one bad one. In case of new 
customer, that particular customer might never come back. (Lovelock & Wright 
2001, 2001, 87) Therefore it is extremely important to study customer needs and 
what makes them satisfied and in that way take care of the customer relationship. 
 
Aim of this study was to clarify why customer satisfaction is important to maintain 
and what influences customer satisfaction during service process. Additionally aim 
was to examine how satisfied customers are with service and product line of case 
company, Pointguard, which is a trendy clothing store, which style mainly originates 
from hip hop and basketball. This part of the study was especially interesting as well 
as important to conduct since no former customer satisfaction survey has been 
conducted. Instead,  perception of customer satisfaction has been based on feedback 
they get, usually by e-mail, but also in store face-to-face. No system for constant 
feedback collection exists. Feedback they occasionally get has been taken into 
account when making decisions for the future. 
 
About Pointguard 
Pointguard was established by Saku Mäkynen, who worked as a radio journalist in 
local radio in Salo, but did not see himself working in radio when older. He had 
always had a dream of being entrepreneur, but the idea of Pointguard came more or 
less accidentally when he ordered kx1-clothes from Germany for himself and noticed 
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that nobody sells the brand in Finland. Stores in Salo and Lahti were opened in 
October 2004 and the on-line sale on December the same year. The store in Salo was, 
however, closed down in January 2007, because there were not enough customers in 
the small town for the store to be cost-effective to maintain. Currently store in Lahti 
brings 65 % of the profit and the on-line sale the rest 35 %. In near future Pointguard 
will not expand to other locations in Finland, but will concentrate on the existing 
channels. Currently Pointguard works as a proprietorship, but during summer 2007 it 
will become a limited company and there will be one partner more. All together there 
are now two employees in addition to the owner himself. 
 
Typical customer in Pointguard is a 14-30 years old male interested in hip hop 
culture and/or basketball. Within this genre most customers are highly loyal to 
certain brand(s), but in Pointguard there are also customers who are mainly loyal to 
this particular style and decide what they buy for instance by prices. This can be the 
case for very young customers for example. According to the owner about 60 % of 
the customers are loyal to the style and about 40 % to certain brand(s). LRG is the 
brand holding most loyal bearers.  
 
Main products are men’s clothing and shoe wear. All the brands of this particular 
style are represented in Pointguard, but the main brands are LRG, Rocawear, K1X, 
Akademiks, NewEra and South Pole. New brands will become for sale every time 
when new and interesting brands become in the market. Most products come to 
Pointguard through importers. Only K1X is acquired straight from the brand. Main 
co-operator is TooShy, which operates in Denmark and is the main importer in 
Scandinavia. In Finland two importers are used and one in Estonia. Three times per 
year events to get familiar with new product ranges take place. These events are held 
in Finland, Sweden and Denmark. Orders for new products lines are made in these 
events half a year before these new ranges get published. 
 
Because the products represent certain brands and are therefore bit more expensive 
than in general clothing stores, competition is not that fierce in the branch when 
considering customers who prefer shopping in store rather than on-line. There are 
only ten stores in whole Finland providing clothes that represent the particular style 
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Pointguard provides. Strongest competitors for Pointguards on-line customers are 
then again foreign on-line sales providing clothes of the particular style.  
 
 
 
2. EXPECTED SERVICE VS. PERCEIVED SERVICE 
 
 
Expectations form customer’s conception on what he or she should expect from the 
service and how he or she should be treated when receiving the service. Afterwards 
customer compares the perception of what he or she received, into what he or she 
was expecting. Result has a major effect on the next purchase. If the expectations 
have been reached customer is satisfied and more likely to use the service or buy the 
products from same place another time. If the expectations have not been reached 
customer is more likely to purchase the needed service or product else where the next 
time. (Ylikoski 1999, 119-120) Exceeding expectations makes the customer highly 
satisfied and willing to buy again, which forms customer loyalty in long-term. 
However, companies need to be careful when setting customer expectations. Too low 
level of expectations will not attract that much customers, but has a benefit of easily 
satisfying customers who do buy. Then again if the expectations are set too high they 
will attract a lot of customers, but many of them might get disappointed as well. 
(Kotler et al. 2002, 394) Additionally if the expectations are constantly set very high 
it is inevitable that some day the customer will perceive quality lower than the 
expectations set. It does not have to mean that quality would really be low, but if the 
customer expectations do not match with the experience, the customer will perceive 
low quality. (Grönroos 2000, 68) Once the expectations have been raised with 
customer delight the company cannot return to previous way of executing the 
service. Even though this way was good once and produced satisfied customers it is 
not satisfying anymore, since the customer is expecting more now. (Lovelock & 
Wright 2001, 87) 
 
Expectations differ depending on the business. For example, a customer using 
medical services expects different things than a customer using attorney services. 
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Additionally, expectations differ when service providers are differently positioned. 
(Lovelock & Wright 2001, 80-81) Same issues are not expected from the clothes 
bought from Pointguard or other similar clothing store when compared to clothes 
bought from discount stores like Wal-Mart. Pointguard sells high fashion, which is 
rather expensive, but good quality. Clothes sold in discount stores are usually far 
from fashion and quality varies a lot, but they are cheap.  
 
 
2.1 Elements of customer expectations 
 
Customer expectations consist of several elements. One element is desired service, 
which includes customer’s wishes and believes on what is possible to receive and 
what should be delivered. This level of expectations is affected by personal needs of 
the customer as well as by service promises, both explicit and implicit, of the 
company. Additionally word-of-mouth and past experiences have effect on desired 
service. Adequate service stands for service which the customer is still barely 
satisfied with. It is affected by the perception of service experience and by situational 
factors, such as hurry. Based on company promises, word-of-mouth and past 
experiences customer forms predicted service. Predicted service has great effect on 
the adequate service. If customer expects that good service is delivered the adequate 
service level will be higher. Consequently, when lower quality service is expected 
also level of adequate service will be lower. (Lovelock & Wright 2001, 81-82) 
 
Zone of tolerance is the area between adequate and desired service level and within 
this area all alteration is accepted. Service below adequate service level leads to 
dissatisfaction, where as exceeding the top, that is desired service level, leads to high 
customer satisfaction. Zone of tolerance is not always the same, but can be either 
smaller or bigger when influenced by for instance price or personal needs. If the 
price is higher the customer might expect high quality as well and therefore tolerates 
less mistakes. Also if the product or service is very important for the customer the 
zone of tolerance will be smaller. (Lovelock & Wright 2001, 81-82) Following figure 
illustrates the relations of different features influencing expectations:  
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Figure 1: Elements of customer expectations (Lovelock & Wright 2001, 82) 
 
It is important to understand these elements (especially desired and adequate service) 
when trying to exceed customer expectations. Concentrating only on exceeding 
adequate service is not very effective strategy since the customer usually perceives 
the service being basic or normal, but not excellent or delightful. (Zeithaml & Bitner 
2003, 469) However concentrating only on surprising the customer by exceeding the 
desired service is not possible in long term either. Like stated earlier constant delight 
will become more difficult to perform in long term since customer expectations tend 
to rise every time they are exceeded. In conclusion it is better to slightly 
underpromise what is possible to act out. This way the customer can always be 
delighted since expectations are exceeded every time. In long-term regular customer 
will however discover this kind of strategy and therefore change his or her 
expectations. It is also extremely important to take competitors promises into 
account. If the customer is promised less than a competitor he or she might change 
the service provider. (Zeithaml & Bitner 2003, 472) 
 
 
2.2 Factors influencing customer expectations 
 
Customer expectations are influenced in several different ways. Customers hold 
certain needs that drive them purchasing certain items, but there are usually several 
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alternatives to choose from. Marketing communication gives valuable information 
when evaluating alternatives. In addition to that, the customer might have 
experienced the service before and knows for sure that some place is not worth going 
or on the contrary knows that he or she would not choose any other alternative, since 
one particular company has once delivered the service that well. What people talk 
about the service, which is commonly called word-of-mouth, is also highly important 
for customers, since this information usually comes from people they know well and 
who they trust. In following four chapters these four factors are described in detail: 
 
 
2.2.1 Word-of-mouth 
 
Word-of-mouth stands for informal discussions about service or product that 
customer who have already experienced the service has with other people. Nowadays 
people can exchange ideas and/or opinions in electronic medias, such as chat rooms 
and discussion forums, which unite people with same interests. Usually, however, 
these discussions are held among friends and family whose opinions people highly 
value and who they trust. Nevertheless, other people’s opinions are easily available 
and very often trusted which is why word-of-mouth has enormous effect on 
customer’s attitudes and buying behavior. (McColl-Kennedy 2003, 254) Thus, if 
these people praise some company expectations rise high and therefore demand extra 
effort from the service personnel. Also if some company has offered bad service and 
people talk about it, it is more likely that one lost customer becomes a group of lost 
customers. (Ylikoski 1999, 124-125) Word-of-mouth has bigger influence over first 
time customers than long-term customers since long-term customers usually reflect 
their experiences from their own past experiences rather than other people’s 
experiences. (Lovelock & Wirtz 2004, 141) 
 
Word-of-mouth communication is far more important than external communication, 
such as advertising. This is because word-of-mouth is based on experience and 
indeed comes from people the customer trusts the most. For the company word-of-
mouth offers free marketing and should there for get much more attention in service 
management than it usually really gets. (Grönroos 2000, 269) However, word-of-
mouth is not as easy to control as advertising. Company is able to wholly control 
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advertising, but word-of-mouth is generated by people outside the company who 
cannot be controlled in any way. Therefore instead of controlling company should 
concentrate on facilitating good word-of-mouth through well-designed customer 
service. (McColl-Kennedy 2003, 254-255) There are also some strategies to use in 
order to generate good word-of-mouth. Company can for instance offer free gifts or 
discounts to existing customers if they bring new customers in. Also by organizing 
marketing campaigns, which customers find interesting it is more likely that they talk 
about it. (Lovelock & Wirtz 2004, 141) 
 
 
2.2.2 Past experience(s) 
 
Customer might have experienced the service before in one particular organization, 
but in other organizations of same field of business as well. These experiences have a 
significant effect on what the customer is expecting from the next service encounter. 
When customer has used the service before and comes back it usually means that he 
or she has been at least remotely satisfied to the past experience. Eventually the 
customer knows what to expect and to really exceed the expectations more extensive 
effort is needed. (Ylikoski 1999, 124)  
 
There are two main factors influencing expectations when considering the past 
experience(s): how often does the purchase take place and how much time has gone 
since the last purchase took place? The more often the customer uses the service or 
buys the products, the more he or she trusts to internal information sources, such as 
staff and their own perceptions, and not so much on external information sources, 
such as marketing communications and other peoples perception. They also 
remember the service concept and the perception of quality better when they 
purchase more often. Additionally, when the service or product is more recently 
purchased it can be evaluated more accurately and the expectations formed 
accordingly. Therefore expectations might be higher when the information the 
evaluation is based on is more recent. (Johnson & Mathews 1997, 293-295)  
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2.2.3 Customer needs 
 
Customers need is the force that makes him or her act out in order to fulfill the need. 
In business context, need is the force making customers buy certain products and 
services. Not all needs are active and active needs are the ones that make customers 
take actions to fulfill the needs. Marketing activities are used to activate people’s 
needs.  
 
Abraham Maslow has introduced five categories of needs. When customer fulfills the 
needs of certain category he or she moves to next category. First two categories form 
basic human needs; physiological needs include needs of food, drink and sleep and 
need of safety then again includes needs of protection and safe environment to live. 
For these needs marketing activities have very little effect, since it is human nature to 
aspire these needs. Third category, social needs, includes need for love and 
belonging, fourth category, need of appreciation, then again is engaged to self-
esteem and status. Last category of needs contains need of self-actualization, which 
basically means need to develop oneself, need to learn new things and conception of 
beauty. This is the category in which the customer holds a need for fashionable 
clothes and accessories, such as products that Pointguard offers. Of course clothing 
belongs to basic human needs, but since clothes sold by Pointguard are high fashion 
and for that matter also expensive the need for these products belongs to the fifth 
category of needs. For this category marketing activities have quite big influence. 
(Lahtinen & Isoviita 1998, 22-23) 
 
Needs of the buyer vary a lot by different customers, since needs are usually based 
on certain characteristics of the particular customer. These characteristics can be for 
example age, gender, educational level and personality. Based on these 
characteristics customer forms an image of good service as well. This therefore 
indicates that not all customers expect same features of the service. Some customers 
expect very few things in order to be satisfied, when some customers might be very 
demanding. (Ylikoski 1999, 123) For instance Pointguard, is selling clothing 
products of upper price class to people who demand quality and high fashion and 
want to enhance their status through clothing. These people hold almost completely 
different needs as do people who buy their clothes from Seppälä for example.   
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2.2.4 Integrated marketing communication 
 
When customer finds his or her way to buy some product or use a certain service 
based on external marketing he or she already has some kind of expectations of what 
to get. Advertising forms images in customers mind. (Ylikoski 1999, 124) This is 
why it is important to design marketing communications properly. If too little is 
promised, advertising does not attract enough, if at all, customers. It is not wise to 
promise too much either, since it raises expectations, which the company in the end 
might not be able to fulfill. (Grönroos 2000, 68) In the end it is not only external 
marketing that has an effect on the expectations in communication case, but also 
marketing in the service encounter i.e. interaction between customer and service 
personnel forms expectations (Ylikoski 1999, 125). For example, if the service 
personnel behave in rude way the customer might not come back or if so he or she 
does not hold high expectations the next time.  
 
Integrated marketing communications is an approach which takes into account both 
external marketing and the interaction in the service encounter and also other 
features such as word-of-mouth and product information. It acknowledges four 
different kinds of messages: planned and unplanned messages as well as service and 
product messages. 
 
Planned messages are communicated through external marketing, such as 
advertisement in television or newspaper. Unplanned messages are the messages 
transmitted by for instance other customers, that is, word-of-mouth. Difference with 
these two is that customer can trust more to the latter one. When marketing 
communication has been planned customer knows that it has a pre-determined 
meaning of getting people to buy the product or service. It does not mean that this 
particular product or service would be an answer to customers “problem” for 
absolute certainty. When customer receives unplanned messages, for instance hears a 
friend praising a product or service, he or she knows that this particular product or 
service really could be a solution, since the friend talks of experience.  
 
Product and service messages fall in between two messages explained above when 
considering credibility; service messages being more credible than product messages.  
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Product messages handle the physical product, the design, functionality, durability 
etc. Service messages contain for instance messages communicated through behavior 
and appearance of the service personnel as well as the physical environment 
supporting the service. Additionally, interaction between customer and service 
personnel has great effect on service messages. This is the part of the message that 
gives the customer the most credible information, since the message is something 
that in most cases cannot be planned. (Grönroos 2000, 265-266) Following figure 
facilitates understanding these messages: 
Figure 2: The integrated marketing communication triangle (Grönroos 2000, 267) 
 
Considering credibility of the four types of messages, it is a pity that companies are 
usually not that concerned of unplanned messages or service messages, although they 
are the ones the customer finds most credible. Most marketing efforts are usually 
given when planning external marketing or product features, which do not always 
deliver the desired result. This can lead to misunderstandings when different things 
are promised in external marketing than delivered in actual service encounter. 
Communication might also be missing totally, which does not mean that no message 
has been transmitted, quite the contrary. When customer feels that he or she is not 
important enough to be informed of for instance changes in delivery schedule, 
message has been transmitted to the customer, but this message is in most cases 
negative. Even though the message would probably be negative even if the 
problem(s) would have been communicated, the customer would still appreciate the 
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fact that he or she has been informed. Also it is easier to correct the situation when 
the customer is informed than after the customer has noticed the mistake himself or 
herself and at the same time became aware that he or she has not been told. Finally, 
customer satisfaction through a delivery of flawless service is not the only benefit 
received from well-managed communication messages. In the long run company can 
benefit also of word-of-mouth, which generates when satisfied customers talk to 
other potential customers. (Grönroos 2000, 267-268) 
 
 
2.3 Dynamics of expectations 
 
Customer expectations do not remain the same through the business relationship, but 
evolve in different stages of the relationship. It means that long-term customers 
expect different issues from the service than do customers who have recently got 
familiar with the service. There are three different kinds of expectations: fuzzy, 
explicit and implicit expectations. Expectations cannot be always categorized into 
one type at the time, but customer might have several different kinds of expectations 
at the same time. Following figure will illustrate the evolvement of customer 
expectations along the relationship: 
 
Figure 3: A dynamic model of expectations (Grönroos 2000, 90) 
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Customer always holds fuzzy expectations first. Fuzzy expectations exist when 
customer believes that the service provider can offer what the customer wants or 
needs, but he or she is not completely sure how should this happen. It is important 
that the company recognizes these expectations in order to completely fulfill the need 
of the customer, since otherwise the result could be disappointment and possibly a 
loss of customer. Expectations turn explicit when customer has experienced the 
service before or otherwise knows what to expect. Explicit expectations appear when 
the customer has an idea of what he or she is going to receive. Explicit expectations 
can be both realistic and unrealistic. (Grönroos 2000, 89-91) It is very important that 
the service provider explains clearly enough what is realistic to expect, for instance 
in case of advertising. Otherwise customer might expect something that is impossible 
to deliver and ends up dissatisfied. Even if the service delivery would be possible it 
would in most cases be so expensive that companies do not deliver the service, but 
instead clarify for the customer what is realistic to expect. (Zeithaml & Bitner 2003, 
463) 
 
Explicit expectations turn implicit when customer begins to take them for granted. 
This is not something that happens consciously. Therefore, implicit expectations 
stand for expectations of some features of the service that the customer does not even 
think about, since he or she knows for sure they will be received. However, implicit 
expectations might also turn back to explicit. If the customer does not communicate 
these expectations the service provider cannot be sure if the customer really needs 
these features. This may result to service provider dropping these features, which 
might lead to dissatisfaction, since the customer still expects these features.  
 
The arrows in the figure indicate intentional dynamics, the dynamics the company 
can influence. Both fuzzy and implicit expectations should be turned explicit, since 
these types of expectations are dangerous to have when considering customer 
retention. Fuzzy expectations can be turned explicit by focusing on them and 
revealing more information for the customers. Like stated above implicit 
expectations turn explicit when the customer does not receive something he or she 
thought receiving for sure. Revealing these expectations might disappoint some 
customers, but in the end it is essential that customers know what to expect. Finally 
the company should also focus on turning unrealistic expectations realistic in order to 
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be able to meet the expectations. Otherwise customers end up disappointed, which 
endangers customer retention. 
 
Dotted lines represent unintentional dynamics, which stand for natural changes in 
expectations without the company influencing them.  In time customer learns what to 
expect and calibrates the expectations being explicit. However, this process does not 
always generate positive changes. Sometimes when customers have unrealistic 
expectations they might change to another company hoping that this other service 
provider would hold capacity to fulfill the needs that were considered unrealistic in 
the other company. Also when customers’ implicit expectations turn explicit the 
result might be such a disappointment that it makes the customer change the 
company. (Grönroos 2000, 91-92). 
 
 
 
3. QUALITY 
 
 
Quality is a term that is known by most people, but cannot be explained by most of 
them. When considering many of different definitions of quality it can be defined as 
set of preferred features of service and/or product that contains characteristics 
satisfying customers’ needs. Customer has usually an opinion on what quality in its 
best should be (expectations) and based on this opinion he or she evaluates quality of 
the service or product he or she ends up with (perception). But not always customer 
can have a personal opinion. Sometimes customers have to trust their friends and 
family or firms reputations to form an opinion and the quality perception of ones 
own is formed only after the service. (Weinstein & Johnson 1999, 64, 68)  
 
 
3.1 Service quality 
 
In order to develop the service in the preferable direction it is essential to know how 
customers assess service quality. However, production and consumption of the 
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service cannot be separated and both of these processes include the customer as well 
as the service provider. Therefore quality of the service is much more difficult to 
assess and the customer forms a perception of quality rather than specific evaluation 
of service quality. (Grönroos 2000, 61-62)  
 
 
3.1.1 Purchase process and moments of truth 
 
The perception of quality is influenced by several moments of truth along the 
purchase process. Moments of truth stand for moments when the customer interacts 
with the service provider. (Lahtinen & Isoviita 1998, 61) There are three stages in the 
purchase process as there are three kinds of moments of truth: pre-transaction, 
transactional and post-transaction.  
 
Pre-transaction stage takes place before receiving the actual core service or 
purchasing the product.  This is the stage in which the customer makes the decision 
to buy the particular service or product. Customers own preferences and expectations 
have a great impact in this stage, since they form a base for the decision making. 
Also friends and family i.e. word-of-mouth and company reputation can have big 
influence, especially if the purchase takes place for the first time. Moments of truth 
in this stage could include for example opening hours, parking and queuing.  
 
Transactional stage takes place when actually receiving the service or buying the 
product. Interaction might be impersonal and take place with the physical 
environment of the service provider, but also personal interaction with the personnel. 
Moments of truth in this stage could contain for example product range, prices and 
interaction with customer service personnel.  
 
Post-transaction stage takes place after the actual service or product purchase. In this 
stage customer assesses his or her experience with the purchase. He or she evaluates 
the quality and the satisfaction/dissatisfaction occurred. This is when possible word-
of-mouth and loyalty perceptions are generated. If the customer feels he or she has 
been satisfied and/or received good quality he or she is more likely to tell about the 
service experience to others and also more likely to stay with that particular service 
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provider and not change to some other. Moments of truth in this stage could be for 
example product durability, return policies and reclamation handling. (Lovelock & 
Wright 2001, 89-91)  
 
If something goes wrong with any moment of truth, the situation cannot be corrected 
or bad service replaced with a better one. Like stated above production and 
consumption of the service takes place at the same and thereby nothing can be done 
to correct this particular situation in case of a mistake. (Lahtinen & Isoviita 1998, 61) 
In order to take corrective actions new moment of truth is needed. This means 
explaining the mistake or compensating it in order to win the customer back. If 
nothing is done it is more likely that the customer will not come back. (Lovelock & 
Wright 2001, 89-91) 
 
 
3.1.2 Quality costs 
 
It is essential to maintain good quality, since bad quality can become costly. 
Performing bad quality can translate to loss of customers, which indirectly means 
loss of money. Money lost directly because of quality means money spent on 
correcting mistakes. There are two types of quality costs: quality maintenance costs 
and quality correction costs. Maintenance costs can be divided into two. Firstly there 
are costs rising from actions taken upon prevention of quality problems, such as 
training the staff to meet the service requirements. Secondly there are appraisal costs, 
which stand for costs rising from testing and examination of the service or product 
before actual delivery to the customer. Correction costs are paid when the mistake 
has already happened and the situation needs to be corrected. These costs can be 
divided into two as well: internal and external failures. Internal failures are flaws that 
are found before the service or product reaches the customer. External failures are 
flaws, which the customer discovers.  These can be compensated by offering a refund 
or extra service.  These actions never cost anything to the customer. (Mudie & 
Cottam 1999, 103)  
 
Many costs rising from bad service could indeed be corrected by training the front-
line service providers or by other actions taken to improve quality. Unfortunately 
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very often these actions do not take place, since they are in many cases expensive. It 
would be, however, more beneficial for the company in long-term to pay the costs of 
quality improvement actions once and save the costs usually rising from bad service. 
Also improved service generates more positive word-of-mouth and better company 
image, which translates to new customers and eventually increased profits. 
(Grönroos 2000, 127) 
 
 
3.1.3 Dimensions of quality 
 
In their 1985 research Parasuraman, Zeithaml and Berry have identified ten 
dimensions of quality, which quite accurately apply to all customers when they 
evaluate quality of the service:  
 
• Reliability: Service is performed as promised. From the service provider this 
demands responsibility and consistency in what he or she does.  
• Responsiveness: Personnel’s ability and willingness to serve. 
• Competence: Service providers (contact personnel and management) skills 
and knowledge of the service.  
• Access: Convenient opening hours and working phone lines. Customer gets 
answers to his or her questions and does not need to wait for them too long.  
• Courtesy: Behavior of service personnel, their friendliness for instance.  
• Communication: Stands for the language spoken in the service encounter, 
segmented communication, price, instructions, etc.  
• Credibility: Customers ability to trust the company.  
• Safety: Inexistence of financial or physical risks.  
• Customer knowledge means the aim to get to know the customer needs. 
• Tangibles: Physical features of the service for example facilities, equipment, 
personnel appearance, other customers etc. (Parasuraman et al. 1985, 47)  
 
In most researches above mentioned quality dimensions have been compressed into 
five. Reliability, responsiveness and tangibles have remained as they are, but rest of 
the dimensions are included into two dimensions called assurance and empathy. 
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Assurance contains courtesy, competence, safety and credibility when empathy 
includes rest of the original dimensions, access, knowledge and communication. Not 
all dimensions are always taken into consideration and their importance changes as 
well. 
 
Reliability usually remains as the most important dimension, but the rest very often 
fluctuate depending on cultures and personalities for instance. As mentioned above 
reliability stands for the ability to deliver the service to the customer as promised. It 
is easy to understand why this dimension is held as most important of all dimensions. 
When customer generates a need for some service or product he or she wants it as 
fast as possible, since it is a “solution” to his or her “problem”.   
 
Responsiveness stands for service personnel’s ability to serve customers promptly 
and their willingness to help the customer with their questions and complaints for 
instance. Responsiveness exposes personnel’s ability to provide personalized service 
as well. Speed in service delivery is vital when customer evaluates service 
responsiveness.  
 
Assurance means that service personnel holds the necessary knowledge and is 
courteous enough to generate trust and confidence. Assurance is held important when 
the service or product holds high risk and/or provides high value. Trust and 
confidence might be connected to the whole company or one person within the 
company. For instance, personal attention by some certain lawyer generates trust and 
confidence in its best way. (Zeithaml & Bitner 2003, 93-97) 
 
Empathy stands for individual attention and care towards the customer. Main goal is 
to make customers feel their special and really cared for. Knowing customers name 
is one type of empathy.  
 
Tangibles embody the service physically. Physical elements, such as facilities, 
equipment and appearance of the service personnel are part of tangibles. Tangibles 
offer functioning source for quality assessment, since services are usually very 
difficult to assess because of intangible nature of them. For new customer tangibles 
might be the only dimension to base the assessment on. However, tangibles is not 
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very efficient dimension to base the service strategy on, but usually requires some 
other dimension as well in order to form a successful strategy. (Zeithaml & Bitner 
2003, 98)  
 
 
3.1.4 Total perceived quality 
 
Figure 4: Total perceived quality (Grönroos 2000, 67) 
 
Main idea of the figure above is that expectations match the experienced service. 
Service quality perception of the experienced service is divided into two dimensions: 
technical and functional quality. Technical quality represents the outcome of the 
service. What did the customer get after the service process itself was over? In 
Pointguard outcome of the service would consist of the products. Functional quality, 
then again, represents the service process. How was service conducted?  Pointguard 
offers two different kinds of service. People can shop in traditional way from the 
store in Lahti or from Internet, as Pointguard also manages functioning web store. 
Functional quality is very subjective feature and therefore differs by the customers. 
For instance not all people enjoy shopping on-line, but want to see the product and 
try it on before buying. 
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It is essential to consider the importance of these two dimensions and which one is 
the key to success. Investing heavily to technical quality is not very functioning 
strategy if the service outcome is very similar to other service providers in the 
market. It is functional quality that makes the difference, since it is different every 
time depending on the person providing the service. This then again indicates that the 
service personnel has to be very well trained, instructed and managed in order to 
provide consistently good quality. In Pointguard main emphasize is on the technical 
quality i.e. products. Products are the reason for the customer to come in or reason to 
log on the web page to shop on-line.  This however does not mean that no emphasize 
for service quality has been put. (Grönroos 2000, 63–66)  
 
Grönroos (2000, 65) suggests that the original two dimensions should be completed 
with one dimension more. This dimension would determine the location of the 
service, the so called where-dimension, which is included in the process dimension 
when considering the model. Additionally there is an economic feature to be 
considered. It includes price and non-monetary costs, such as time and effort taken 
for getting the needed service or product as well as what kind of effect the result of 
the service has on the customer. In Pointguard, prices are high and therefore 
economic feature is an important dimension to consider. Since customers bring quite 
a lot of money in even if they buy only few garments the service needs to be 
excellent.  
 
Another important factor in formation of total service quality includes expectations. 
As seen in the figure there are several features affecting customer expectations. 
Among others company reputation and past experiences, from the same or another 
company offering same services, have very big effect on customer expectations. 
Pointguard offers some brands that are not sold in any other stores than in this 
particular store, so past experiences from other companies, would automatically be 
somewhat different since the products would be different. Additionally, people 
usually rely a lot on opinions of friends and family, which indicates that it is 
extremely important to stimulate good word-of-mouth. Also external marketing 
communication has an important role in forming expectations. Finally, the customer 
has his or her personal needs and values, which he or she hopes to be fulfilled. Based 
on all these features, customer forms a conception in his or her mind of what kind of 
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quality is reasonable to expect from a certain company and this conception together 
with the experienced service forms the total quality perception of service quality. 
 
Image takes part in many stages of the process. Firstly, it works as a filter for the 
service quality experience. Customers usually tolerate small mistakes from 
companies that have good image; where as even small mistakes can have great effect 
on companies that have bad image. Turning negative image positive can be difficult 
since the past experiences influence customer expectations of the next service 
encounter. Turning the image positive requires several positive experiences as well, 
and those are not very easy to act out, if the customer is reluctant to use the service 
based on earlier experience. Finally, entire process influences the company image 
and therefore whole process of total perceived quality ends to image. (Grönroos 
2000, 67-68) Pointguard has a positive image, which is mainly caused by the 
products they sell. Products are well-known brands, a bit on the expensive side, and 
quality for those kinds of brands is usually high. In addition to the quality of the 
products the image is also strengthened by product placement, which Pointguard uses 
as a marketing activity. The most popular rap artists in Finland, such as Elastinen and 
Cheek, wear clothes sold in Pointguard in their gigs and other appearances, which 
gives a powerful boost for the image. On the other hand this enhances the strong hip 
hop image Pointguard already has even more. Since Pointguard also sells clothes 
outside of this genre other types of marketing activities might attract customers who 
do not prefer hip hop style.  
 
 
3.1.5 Gap analysis of service quality 
 
Gap analysis, developed by Berry, Zeithaml and Parasuraman, offers great way to 
assess and improve quality problems of the company. As seen in the model below, 
there are altogether five gaps, which all are equally important to study, since they 
demonstrate the whole service process. Most of the gaps are more concerning the 
service provider, when one of them, the gap five, belongs to the customer side. It 
includes the customer expectations, which take part in both the gap one and five. 
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Figure 5: Service quality gaps (Grönroos 2000, 101) 
 
Firstly, company management has their perception of what customers are expecting 
from the service. In this point the first gap might be formed. This is when the 
customer expectations are something else than the management thought. Since the 
management forms the service quality specifications based on the perception of 
customer expectations the first gap almost inevitably means also formation of the 
second gap. Also the third gap is very easily formed when two first gaps already 
exist. This is because the execution of the service is performed by the possibly false 
service quality specifications. Fourth gap can exist if there are false promises given 
in marketing communication. Thus, the customer thinks he or she is getting 
something in particular, but the delivery of the service shows different. Customer 
gets disappointed of not getting what was promised and therefore quality of the 
service suffers damage. Consequently marketing communication has an effect on 
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expectations as well as perception of the service. Fifth gap can be formed in relation 
to the customer expectations and the perception of the service. It is formed when 
there appears a significant difference between these two features. In the end this gap 
can be seen as a result of the whole service process function. If there are other gaps 
there always appears also this gap. This is because customer is not getting what he or 
she was expecting to have. (Grönroos 2000, 100-102) 
 
In this chapter quality gaps are examined more closely; how they come up and how 
they can be closed again. The first gap stands for the difference between customer 
expectations and management’s perception of them. This is called knowledge gap. 
(Lovelock & Wright 2001, 268) It originates easily from inaccurate information from 
market researches or incorrectly performed analyses. It is also possible that there is 
something wrong with the information flow. The company might not collect 
feedback at all or the feedback does not reach the management. Simplest solution for 
this gap is to improve the information flow. For instance if feedback from customers 
was not collected before, establishing a feedback system would probably solve the 
situation or at least facilitate it. It is also important that possible market researches 
get enough attention. If the information collection and the analysis are not performed 
properly results might give false information, which leads to problems when 
marketing activities are planned and executed based on this information. (Grönroos 
2000, 102) 
 
Second gap exists when service quality standards differ from the perception the 
management has of customer expectations. This gap is called standards gap. 
(Lovelock & Wright 2001, 268) It usually comes up when planning marketing 
activities. If planning is erroneous or badly managed, the specifications differ easily 
from the expectations, which should be fulfilled. As stated above the first gap very 
often leads to second as well. At least it has an effect on how big problems exist with 
the second gap. But this is not always the case. Sometimes management holds 
enough information on customer expectations, and especially correct information, 
but the second gap can still occur. Usually this means that the management does not 
consider quality sufficiently important and does not commit to it. The gap might also 
exist if the front-line service providers are not familiar with company’s goals and 
values. They might in that case deliver entirely different service than the 
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management has planned to perform. Thus, the management and the front-line 
service providers have to be consistent with the service specifications, but still 
conserving flexibility of the service. (Grönroos 2000, 102-103) 
 
Third gap exists when planning and delivery do not match. The gap is called delivery 
gap. (Lovelock & Wright 2001, 268) This is when information flow between front-
line service providers and management is not working the way it is supposed to and 
the service providers are simply not familiar with the service delivery specifications. 
Additionally front-line service providers might be unable to follow the specifications. 
Technology might not support the service delivery; the process might be too 
complicated or include unnecessary features, or the service quality specifications are 
too difficult to follow. In some cases service providers do not agree with the service 
quality specifications and therefore will not act upon them.  
 
Solution for the third gap is not easy to find, since the gap usually rises from several 
reasons. Management is not always sufficiently supportive or is not concerned 
enough about quality issues. They might also support wrong issues and ignore issues 
that really matter, quality of the service among others. Additionally, if the front-line 
service providers discover differences with customer requirements and what should 
be delivered it is a problem in management, since they have in that case 
misinterpreted customer needs and expectations. When management is the one to 
blame for this gap only solution is to make the management understand that their 
performance has to be redesigned in such way that the front-line service providers 
can understand the service delivery specifications clearly and correctly. In some 
cases management is sufficiently capable, but they are the service providers who 
need more training in order to perform their part of the service in appropriate 
manner. Obviously solution is to organize training for the employees, which 
however, does not always solve this problem. Sometimes the problem lies on 
personality of the service providers. It is obvious that the service cannot be delivered 
the right way if the service providers do not hold appropriate competence or attitudes 
for customer service. Solution here is to pay attention to the recruitment processes in 
order to hire right kind of people for the work. In the end, when management can 
deliver the service quality specifications smoothly and the front-line service 
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providers hold the necessary features for customer service and technological support 
the quality gap should be closed. (Grönroos 2000, 103-105) 
 
Fourth gap means that there is a difference with what is promised in marketing 
communication and what is actually delivered. This gap is called (internal) 
communication gap. (Lovelock & Wright 2001, 268) It usually comes up when front-
line service providers are not familiar with the promises given in external marketing 
or that the service cannot be delivered as promised. The latter exists when marketing 
communication promises too much or that the service quality specifications followed 
in marketing activities are impossible to follow by the front-line service providers. 
This then again indicates that there are problems with internal marketing.  Solution 
for this problem is to integrate planning and execution of marketing communication 
with the actual operative part i.e. front-line service providers. (Grönroos 2000, 105) 
Communication gap is more or less impossible to form in Pointguard. The company 
advertises only in one newspaper, City, but the most important marketing activities 
are the formerly mentioned product placement and word-of-mouth. Product 
placement cannot form a communication gap, since all the clothes worn by the 
Finnish rap artists are actually sold in Pointguard, which means that the promise 
given by this marketing activity can be fulfilled by simply selling the customer the 
product he or she wants. Word-of-mouth then again cannot influence in formation of 
a communication gap, since it is not a direct marketing activity of a company. Of 
course if some clothing item becomes amazingly popular by these marketing 
activities it might affect product availability.  
 
Fifth and last gap stands for difference in perceived service and expected service. It 
exists when service quality is bad. This means that when ever one or more other gaps 
exist it most definitely means that also this gap exists. Therefore, closing this gap 
requires deeper analysis on what is wrong in the service and correcting those 
mistakes first. (Grönroos 2000, 105-106) 
 
Christopher Lovelock and Lauren Wright (2001, 268-269) have slightly different 
idea of the quality gaps. The fifth gap of the Grönroos model is actually seventh in 
the model of Lovelock and Wright and it is called service gap. It is the last and the 
most important gap, since like stated above it exists just about every time when some 
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other quality gap exists as well. The fifth gap in Lovelock and Wright model is called 
perception gap and stands for the difference between what is delivered and how 
customers have perceived the outcome of the service delivery. Since the assessment 
of the service is very subjective, differences easily exist. Service provider might 
think that he or she has done excellent work, but the customer might have different 
perception. Lovelock and Wright have also added one more gap to the model. This is 
the sixth gap and it might be formed when customer sees advertisement of the 
company, but understands it differently than was meant. It does not mean that the 
company would have given false promises, but that there is a misunderstanding 
between the customer and the service provider.  
 
 
3.2 Product quality 
 
Figure 6: The product marketing triangle (Grönroos 2000, 54) 
 
Physical product can be described as an outcome of features as labor, technology, 
raw materials, knowledge and information forming together something that 
customers need and/or want. The major difference in delivering a product in 
comparison to delivering a service is that customer does not directly take part to the 
delivery process in a case of a product. Marketing and sales have an important task in 
investigating the market in order to offer the product to right type of customers and 
to be able to give appropriate promises in advertising and other marketing activities. 
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It is also a responsibility of marketing and sales to make it possible for customers to 
find the product in the market, which eventually results sales. Product marketing 
process is very well illustrated in the figure above  
 
There are three essential features of product marketing. They are the corners of the 
triangle: company, market and product. Company is in this context the case company 
Pointguard and the products are the clothes that Pointguard sells. Market is more 
difficult to define exactly. In case of sales from the store the market includes areas 
near Lahti, but Pointguard also manages web sales, which makes the sales possible in 
whole Finland. The target market when considering characters of the customers 
contains young people who want to invest in high fashion. 
 
Product marketing also includes three essential activities to perform: giving 
promises, keeping promises and enabling promises. Promises are given through 
external marketing and sales activities and kept by providing what is promised. 
Enabling of promises is performed through constant product development.  
Pointguard for instance can enable promises by providing constantly new and fresh 
fashion items. (Grönroos 2000, 53-54) 
 
 
3.3 Influence of price 
 
In the very beginning price has an effect on customer expectations. If the price is 
high, the customer usually has higher expectations than when the price is low. 
(Ylikoski 1999, 123-124) Think about clothing business for example. When the price 
is very high, like for instance in design boutiques such as Prada and Gucci, 
customers expect that the clothes have excellent quality as well. Then again when 
they buy cheap T-shirt from Wal-Mart they will not expect very high quality from it. 
These two are of course far ends of this consideration. Most people fall in between 
when searching for clothes. They shop in H&M or other similar stores that offer 
present trends with reasonable prices. When prices are reasonable the expected 
quality is moderate as well. Pointguard falls in between as well. It offers clothes that 
are still more expensive than in H&M, but do not reach the price level of the design 
boutiques mentioned.  
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Clothing industry is still quite easy to evaluate by other features than price, since the 
business is about tangible products. In service industry price can very often be the 
only possible sign of good quality. This is because the evaluation process of 
intangible services is much more difficult, since service quality fluctuates a lot 
depending on service providers. Another reason to use price as an indicator of quality 
is when the service holds a great risk, such as attorney or medical services. (Zeithaml 
& Bitner 2003, 484) 
 
It is essential to consider customer needs when setting prices. Most people are very 
price-conscious and are not willing to pay great amounts of money of the needed 
clothing and will choose something else than design clothes. However, companies do 
not need all customers in the market either. This is a question of a pricing strategy 
and segmentation. For instance, it is clear that design boutiques such as Prada and 
Gucci do not even intend to attract big masses. Instead they concentrate on customer 
groups, which consist of customers who hold resources to meet the prices set and 
strive for high status that these clothes give out. They do not have as big customer 
range as does for instance H&M, but still achieve great success since the prices are 
considerably higher than in H&M. (McColl-Kennedy 2003, 277-278, 281) 
 
In conclusion, prices need to be set so that they offer good price-quality relation and 
that customers hold resources i.e. money to buy them. Prices have to be competitive 
as well. Too high prices make customers go for the competitors’ offerings. Too low 
price might also generate false impressions of quality. Customers might think that 
quality of the competitor is better if the price gap is very big. Therefore prices should 
be set very close to the level of the competitor or to only slightly lower level. 
(McColl-Kennedy 2003, 278) 
 
 
3.4 Relation of service quality and customer satisfaction 
 
It is discussed whether there is a difference with service quality and customer 
satisfaction, and if there is which comes first. There is certainly a difference, since 
people expect different things from the service. Some other person might be highly 
satisfied with certain service when another might be disappointed. Service provider 
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might still have delivered the service in excellent manner. (Grönroos 2000, 79-80) 
When it comes to question of order, customer usually perceives quality first and 
based on that perception he or she is either satisfied or dissatisfied. However, 
customer satisfaction has effect on customers’ perception of service quality as well. 
Very satisfied person evaluates the quality higher than person who ends up less 
satisfied. (McColl-Kennedy 2003, 91)  
 
Several differences exist between service quality and satisfaction. Firstly, quality and 
satisfaction differ from each other by their natures. When quality is a cognitive 
evaluation factor satisfaction is mostly an emotional evaluation factor. (Lovelock 
&Wright 2001, 87) Although satisfaction is more emotional it also holds a cognitive 
aspect, while quality perception is only cognitive and not at all emotional. Second 
difference is time focus. Satisfaction takes into account only some specific service 
encounter, when quality is a perceptions based on sum of service encounters. 
(McColl-Kennedy 2003, 103-104) Thirdly expectations are noted in distinctive way. 
In quality perception expectations are noted as the ideal quality when in satisfaction 
case expectations mean what the customer supposes that will happen. Quality is also 
more accurately assessed when several factors take part in the perception of customer 
satisfaction. Moreover, customers perception of satisfaction always demands an 
experience of the service, where as quality can be evaluated without experience. 
Factors, such as word-of-mouth and company reputation influence customers 
perception of service quality already before he or she has experienced the service 
oneself. (Caruana, Money & Berthon 2000, 1338-1339, 1341–1342) 
 
 
 
4. OTHER FACTORS INFLUENCING CUSTOMER SATISFACTION 
 
 
4.1 Situational factors 
 
Situational factors are factors that only exist temporarily. They do not origin from 
customer’s personality, but are dictated by the situation where the customer is in.  
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(Ylikoski 1999, 125) Companies can influence situational factors already beforehand 
by designing the service environment and service policies in a way that it enhances 
positive perceptions of the service even though situational factors would not support 
positive outcome at all (McColl-Kennedy 2003, 35).  
 
 
4.1.1 Customers mood 
 
Customer who is in bad mood over hurry or bad weather situation for instance holds 
different expectations (Ylikoski 1999, 125). If the customer is in hurry he or she 
expects everything happening smoothly. If this does not happen it does not always 
mean that this customer is a lost customer since situations vary. Especially if the 
customer has good past experiences of the organization, he or she is more likely to 
come back even though this particular experience was not that satisfying. Also 
customer usually understands that being angry over bad weather is far from being 
fault of the company. Good mood can be anticipated by having soothing colors 
within indoor decoration and/or having nice music played in the company premises. 
(McColl-Kennedy 2003, 35)  
 
 
4.1.2 Other people present 
 
Other people and their behavior influence service experience as well. For instance 
during a discount sale clothing store, such as Pointguard, might be very crowed and 
people might have to queue before getting any service. Satisfaction during these 
situations cannot be as high as it could be if the service would be received instantly.  
Behavior of other people has usually more effect in a service that takes more time 
than just couple of minutes, such as shopping clothes. Think about a situation in a 
library for instance. In a library people want to study in peace, but if there are people 
who do not stop talking, peace is disturbed. Concentrating is impossible and more 
time is needed for the study session than usually. Service providers can avoid these 
kinds of situations by providing instructions and guidelines of correct behavior. For 
example, libraries usually have a sign on the wall that says: “Silence”. (McColl-
Kennedy 2003, 35)  
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Customers who behave inappropriately can also be noted about their behavior and if 
nothing changes threatening with removal from the facilities might. In most cultures 
there is still a common belief that “Customer is always right”, but they are not 
always right. In every branch of business there are the difficult customers, but the 
problem cannot be solved by simply accepting this kind of behavior and hoping that 
tomorrow would be a better day. Because these difficult customers usually have an 
influence over other customers present as well, they need to be noted about their 
behavior. The noted customer might not like it and might not ever come back, but if 
he or she is not noted about the behavior the company might lose other customers 
(possibly many of them) who are disturbed by the difficult customer. (Lovelock & 
Writz 2004, 251-252) 
 
 
4.1.3 Service employees 
 
Companies need to consider employee satisfaction as well as customer satisfaction, 
since employees are the ones acting out the service quality. Good working conditions 
produce satisfied employees who turn loyal in time. Loyal employees tend to 
produce good quality which translates to satisfied customers. When these satisfied 
customers turn loyal, they bring more profit in, which ultimately is in which the 
company aims. (Fečiková 2004, 58-59) 
 
 
 
4.2 Personal factors 
 
Personal factors describe every customer’s personal way of handling the service 
(Ylikoski 1999, 125). These factors include customer’s lifestyle, which gives reasons 
for customer’s likes and dislikes and for his or her behaviour in the service. Also 
customer’s willingness to take part to the service is a personal factor, since not all 
people like being included in the service.  
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4.2.1 Customers own input 
 
Customers own input in the service has a great effect on expectations. If the service 
is mostly self-service expectations of the result are usually higher. Expectations rise 
also if the customer has to wait or has to go through a lot of trouble to get something. 
(Ylikoski 1999, 125) Customers are also different when it comes to risk taking and 
willingness to experiment. When customer is more capable to take risks he or she is 
also aware that taking risks does not always give positive results. Therefore they do 
not get as easily dissatisfied if something goes wrong. Most people will, however, 
follow these few risk-takers and use the service or purchase a new product when it is 
more familiar. (Bergström & Leppänen 2003, 108) 
 
 
4.2.2 Lifestyle 
 
Lifestyle has an indirect effect on customer satisfaction by influencing buying 
behavior. Lifestyle consists of social and psychological factors as well as 
demographic factors of an individual. Since the demographic factors, such as age, 
gender and location, do not influence customer satisfaction but only buying behavior, 
emphasis of this chapter will be on social and psychological factors only.  
 
Psychological factors consist of customer needs, motives, values and attitudes. 
Customer needs have already been discussed earlier in this study in chapter 2.2.3. 
There are rational and emotional motives to purchase a service or product. The 
rational motives explain why the certain service or product is necessary to have, 
when emotional motives explain why the customer wants the particular product or 
service. For instance, strive for buying clothes in general is driven by rational 
motive, but when the customer chooses to purchase expensive brands it is a question 
of an emotional motive. Values have great effect in the satisfaction, since these are 
the issues customer feels are important in life. They make the customer choose one 
particular company to purchase the service or product from, since customer wants a 
company, which represents same values. Attitudes stand for how customer feels 
about certain companies and their ways of making business. It has an important 
effect on satisfaction since attitudes reflect values. If a company representing right 
 
 38
values towards which the customer takes positive attitude, changes the company 
values, the customer does not feel satisfied anymore, since again customer wants to 
purchase the product and service he or she wants from companies that represent the 
ideal values. (Bergström & Leppänen 2003, 101, 104-105) 
 
Social factors stand for external factors influencing the buying behavior of a 
customer. Social reference groups have great effect, because these groups are in 
which the customer wants to belong.  The effect is stronger if the service or product 
is not familiar to the customer or that the use of the product or service (or its result) 
is visible to these groups. Groups where the customer is a member can be divided in 
two; primary groups where relations are close, such as family and friends and 
secondary where relations are shallower, for example national trade unions. Ideal 
groups consist of people the customer wants to identify himself or herself with. 
Negative groups then again are the ones the customer seeks to avoid.  
 
Culture has a great effect on customer satisfaction since in different cultures different 
things are found ideal and worth to aspire. Culture does not always mean the same as 
nationality, but there are cultures in smaller scale as well, such as business culture or 
organizational culture. When considering national culture the effect of it rises from 
many issues, which the customer has accommodated himself or herself with already 
early in life, such as values, religion, society structure and history. Cultures also 
become apparent in different ways, such as customs and holidays. (Bergström & 
Leppänen 2003, 109-111). 
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5. RESEARCH OBJECTIVES AND CONCEPTUAL FRAMEWORK  
 
 
5.1 Research objectives 
 
 What affects customer satisfaction during service process? 
 Why is customer satisfaction important? 
 Overall customer satisfaction of case company 
 
Aim of the study was to clarify why customer satisfaction is important to maintain as 
well as provide a profound description on what effects customer satisfaction along 
the service process. Additionally, objective of the study was to find out about overall 
customer satisfaction of case company, clothing store Pointguard. In the research 
main emphasis is on service features that have great effect on customer satisfaction. 
Also discovering satisfaction towards the product line is essential in the research. 
 
 
5.2 Conceptual framework 
 
In this research it was studied how expectations and quality perceptions influence 
customer satisfaction. Conceptual framework for the study has been adapted from 
two figures: “Determinants of service quality” by A. Parasuraman, Valarie Zeithaml 
and Leonard Berry (1990) and “Factors affecting customer satisfaction” by Valarie 
Zeithaml and Mary Jo Bitner (1996). These figures can be found from “Unohtuiko 
Asiakas?” (1999, 132, 152) by Tarja Ylikoski.  
 
Starting point of the conceptual framework is the expected service, which is affected 
by word-of-mouth, past experience(s), customer needs and marketing 
communications as well as by the ten dimension of quality explained earlier. The ten 
dimensions of quality also influence the perceived quality, which together with 
expected quality forms the total service quality. Finally service quality, product 
quality and price form customer satisfaction, which is still affected by situational and 
personal factors.  
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Figure 7: Conceptual Framework 
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6. RESEARCH METHODS 
 
 
6.1 Research approaches 
 
Zeithaml and Bitner (2003, 126) state that it is important to include both quantitative 
and qualitative research in the conducted study, since both of these research types 
provide different kind of information.   
 
Traditional quantitative research answers to questions such as what, how many and 
how often. It can be used when studying correlations and changes in certain 
phenomenon’s, which the methods seek to describe by using numerical data. 
(Heikkilä 1999, 15-16) Additionally, results can be demonstrated as tables and 
charts. Research findings are based on a sample of total population, which in this 
study is the clientele of Pointguard. (Hirsjärvi, Remes, Sajavaara 1997, 137) In this 
study quantitative methods were utilized in the survey, in particular in the part of the 
survey, which was based on SERVQUAL-model.  
 
Qualitative research methods answer to questions, such as why and how. They 
search reasons and seek understanding of the situation (here customer satisfaction). 
(Heikkilä 1999, 16) Qualitative data is very subjective and demands careful inductive 
analysis. It cannot be analyzed statistically but interpreted deliberating and 
specifying. (Hirsjärvi et al. 1997, 165) Qualitative methods were utilized in the 
interview conducted for the owner. As stated above reason for this kind of an 
approach was to be able to compare the results of the survey to the answers of the 
owner in order to find out about the state of customer satisfaction of Pointguard and 
based on the comparison give suggestions for future development. The interview was 
also a foundation for a company presentation and practical examples for the theory.  
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6.1.1 SERVQUAL-model  
 
SERVQUAL-model is an instrument, which is used for measuring quality of the 
service in the eyes of customers. In its best it points out in which parts the company 
has to make improvements, but also the parts that are evoking customer satisfaction 
and should therefore be reinforced. (McColl-Kennedy 2003, 183) It is based on 
customers’ expectations, previous experiences and five determinants based on ten 
dimensions of quality. The dimensions have been explained in detail in chapter 3.1.3. 
For SERVQUAL original dimensions have been compressed into five. Tangibles, 
reliability and responsiveness are the only three that are used as they are. Courtesy, 
competence, safety and credibility form a dimension called assurance and rest of 
original dimensions, access, knowledge and communication, form the fifth 
dimension, empathy. (Ylikoski 1999, 126-129)  
 
Reliability is the most important dimension, since trust is essential for most of the 
customers. They would not do business with a company they could not trust and 
without customers there would not be any profits. (McColl-Kennedy 2003, 85) 
Reliability includes an evaluation on how the service provider performs the promised 
service; is it performed on time and without errors. Responsiveness includes service 
employees’ orientation to the service, among others their attitude, willingness to 
serve and capability to serve customers with the information they need. (Grönroos 
2000, 74-75) Also the amount of time used in giving an answer to the customers’ 
inquiries is a determinant included to responsiveness (McColl-Kennedy 2003, 86). 
Empathy includes company’s ability to understand customers’ problems and ability 
to give personal attention for the customers. It also means company having 
convenient operating hours. Assurance contains assessment of the behaviour of 
service employees, politeness, qualification of the employees etc. Tangibles includes 
assessment of facilities, equipment, materials used for developing the service and 
appearance of service employees. (Grönroos 2000, 74–76) The more intangible the 
service is, the more difficult it is to evaluate and that is when the tangible elements of 
the service help assessing the service process and possible outcome (McColl-
Kennedy 2003, 86). 
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SERVQUAL-model usually contains three parts. One where the expectations are 
measured with set of questions, one where the same questions are repeated, but in a 
light of one particular company studied, and then finally the part where the five 
dimensions of quality are ranked by importance. (McColl-Kennedy 2003, 183)  The 
structure of the model has been adapted in order to shorten the questionnaire, since 
the questionnaire was directed for consumers, who in most times cringe at long 
questionnaires. The questions were grouped in four new groups: service process, 
service personnel, service environment and products. The expectations are measured 
with single question in which 100 points are distributed for these four groups 
indicating how important they are for the customer. Therefore in the end all three 
parts are used in the survey, just in slightly different form. 
 
According to Zeithaml and Bitner (2003, 135) dimensions include altogether 21 
determinants indicating the importance of these dimensions, but to best suit this 
study the model was adapted in order to compress the survey questions to 15 instead 
of original 21. Reason for this was that some of the questions, mostly questions 
determining reliability and responsiveness, were really similar and would have 
unnecessarily lengthened the survey. Questions were evaluated with a scale from one 
to seven, with one being “strongly disagree” and seven “strongly agree”. (Gonçalves 
1998, 133, 135) The scale has been completed with an answer alternative 8, which 
stands for “no opinion”. This is because otherwise respondents who really do not 
have an opinion would give an answer alternative four, because it is in the middle 
and in the end that would distort the results.  
 
 
6.1.2 Data gathering 
 
In this study data was gathered from two different sources: from customers and from 
the owner. Aim was to compare the perception the owner has of the satisfaction of 
his customers, to satisfaction of the customers in reality. The owner was interviewed 
in order to discover his understanding of customer satisfaction in Pointguard. Time-
wise it was most efficient for both parties to conduct the interview by e-mail. For 
data gathering from customers, questionnaire was produced. The questionnaire was 
loosely based on the SERVQUAL-model, but included only the perception of the 
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service and excluded the expectations. Expectations were measured with a question 
in which 100 points were distributed for the evaluation objects of the questionnaire 
indicating which issues are important for the customer. The questionnaire was also 
completed with several other questions measuring customer satisfaction to customer 
service and product range of Pointguard.  
 
Preparation of a questionnaire was the most suitable way of measure customer 
satisfaction as several respondents were needed and personal interviews would have 
therefore required more time for the method to be efficient. Another opinion that was 
considered for this study was to send the questionnaires for customers who have 
bought something from the on-line sale within specified period of time. When 
considering the alternatives it was concluded that if the questionnaires would have 
been sent by post there would have been too high non-response rate. In the store 
there would still be the sales person to control the possible respondents, which was 
found necessary.  
 
Study was realized in the store of Lahti during January and February 2007. Within 
this period about 2500 customers visited the store as there were about 50 visitors per 
day during those two months and there were 50 days during the period for the store 
to be open. In the end 40 of these 2500 customers filled the questionnaire, which is 
1.6 % of whole population. Originally plan was to collect the results already in the 
beginning of February, but since the response rate was still quite low it was 
necessary to carry on during February as well. Unfortunately the additional month 
did not give that much more results and the response rate remained low.  
 
In the end of December 2006 hundred questionnaires were delivered to the store and 
placed on the counter. In the point of sale customers were asked to fill the 
questionnaire. There was no prize over a draw or any other bait for the customers to 
raise the eagerness to answer, but as the store holds quite settled clientele who felt 
that it was more or less their responsibility to be of assistance in this study, there was 
not very big problems with getting the questionnaires filled. With some kind of bait, 
response rate could have been higher, as the customers were still not very eager to 
fill the questionnaires. Also the bait would have drawn more first-time customers to 
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fill the questionnaire and therefore there might have been a possibility to receive 
more variation in the answers. 
 
 
6.2 Analysis of the data 
 
In this chapter methodology of analysis methods utilized in this study are described. 
In first section relevance, comprehensiveness and extent of redundancy of the 
content of this study are deliberated. Also analysis approaches are introduced and it 
is explained why certain approach is selected for this study. In the second section 
data characteristics are described. Size and type of the sample is assessed and also 
variables used in the study are introduced. Finally value of the given answers is 
evaluated. 
 
 
6.2.1 Analysis objectives 
 
Starting point of the analysis is to come up with analysis objectives, in other words, 
what should the analysis reveal. Creation of objectives demands considerations of 
content and focus of the analysis. Secondly, it is important to describe the material 
used. Firstly, when considering the content of the analysis, it should be considered 
what is relevant in the analysis. (Diamantopoulos 2000, 78) Because this study only 
had 40 respondents there was no need to conduct demanding statistical tests to 
analyze the results. Instead the analysis was conducted by calculating and comparing 
different parameters of the results. Secondly the analysis needs to be comprehensive. 
This means that the analysis has to take all the data into account. (Diamantopoulos 
2000, 78) There were few adaptations to perform, when considering 
comprehensiveness. Since only two of the respondents were females and rest of them 
were males or did not give their gender, there was no point in comparing the gender 
differences. Instead, it was compared how different age groups and customer relation 
groups differ in their attitudes towards the service. Third objective is the one 
determining the extent of redundancy, which means the amount of data that has been 
analyzed more than once. (Diamantopoulos 2000, 78-79) In this study, there was 
nothing that would have been unnecessarily analyzed. Since there were more than 
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two groups in age groups and customer relation groups, analysis of one group could 
not have given answers to the others at the same time. Instead all the groups needed 
to be analyzed separately.  
 
Second important consideration in creation of analysis objectives is the focus of the 
research. There are three types of analysis focuses: description, estimation and 
hypothesis-testing. Description focus means that different statistical variables are 
used to analyze the research sample. Estimation focus stands for generalization of the 
information received from the random sample to the whole population This focus 
demands critical thinking since the information is not based on the whole population, 
but only a part of it. Hypothesis-testing means that some predetermined hypothesis is 
compared to the results to see if the hypothesis is true in practice.  
 
In this study description focus has been used since the sample of 40 is far too small 
for estimation and there was no hypothesis to be tested. There were altogether about 
2500 customers during the research period, of which 40 respondents is only 1.6 %. It 
is important to bear in mind that the smaller the amount of respondents is the lower 
the level of generalizing potential of the sample might be. In this case the 
generalization potential was nonexistent. Descriptive focus in this case meant that the 
customers evaluated certain characteristics of the service and products of Pointguard 
and the answers were analyzed by calculating different statistical parameters from 
the answers and comparing the parameters of different age groups and customer 
relations groups to each other and to the beliefs and conceptions of the owner.  
 
 
6.2.2 Data characteristics 
 
There are three types of characteristics determining value of the study. For some of 
the characteristics the researcher can have an influence over, but to some not. First of 
the characteristics is size and type of the sample, which in this study means the 40 
respondents. The researcher can have a preference of what kind of sample he or she 
would like to have in order to perform a suitable study, but cannot control the 
respondents. According to Diamantopoulos (2000, 83) minimum for reliable analysis 
is 30 respondents, but it has to be taken into account that not always the respondents 
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give appropriate answers. It is important to understand that certain error margin is 
always included into the study and for this matter it is important that the analysis 
allows some flexibility in order to maintain reliability. (Diamantopoulos 2000, 81, 
83) In this study there was not that much flexibility since there were not that much 
filled questionnaires to start with and for that matter it is important to practice critical 
thinking with the results of this study.  
 
Secondly the amount of variables included to the analysis simultaneously influences 
the nature of the analysis. It is easier to analyze only one variable at the time and that 
is how this study has been performed. (Diamantopoulos 2000, 83-84) In this study 
the two variables were age and customer relation and they were analyzed separately. 
Gender of the respondents was asked in the survey and provided as background 
information, but since only two of the respondents were females it was highly 
unnecessary to include gender to the variables. 
 
Third characteristic stands for value of the answers received from the respondents. 
Problem with the answers is that researcher cannot influence them, since he or she 
cannot anticipate them. This leads back to the error margin mentioned above. The 
results received from the respondents are never perfect, but there are always some 
that are not replied in appropriate manner or are incomplete. The more there are 
variables the greater the error margin might be. (Diamantopoulos 2000, 81, 85-86) In 
this study there were filled questionnaires, which lacked background information 
which made them impossible to classify. However, in most cases there was only 
either age or customer relation missing and therefore it was possible to analyze the 
given answers in relation to one of the variables at least, if not both. Thus, the error 
margin is not too high. 
 
 
6.3 Credibility of the research 
 
There are several issues determining the credibility of the research and the fitness for 
practical use. These issues are described in following four chapters in general and in 
the context of the case company: 
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6.3.1 Validity 
 
Validity of the research means that the study has been conducted correctly and that 
the research in the end measured what it was supposed to measure (Heikkilä 1999, 
28). Validity of customer satisfaction surveys is usually high since the analysis and 
recommendations are based on customers actually using the services or buying the 
products of the company instead of customers in general (Lin & Jones 1997, 5). This 
study concentrated on customer satisfaction and the factors influencing it, especially 
factors such as expectations and quality. The study delivered the results originally 
looked for, meaning that factors influencing customer satisfaction were taken into 
account in the research and that the research gave good picture of the overall 
customer satisfaction of Pointguard. Thereby, validity of this study is good.  
 
 
6.3.2 Reliability 
 
Reliability means the accurate and authentic nature of the results. This means that the 
research sample should be big enough and represent the right population. When the 
sample is too small there is a risk that not enough reliable respondents have been 
reached. (Heikkilä 1999, 29) It is suggested that there should in minimum be 20 to 50 
respondents, but even as much as 100 respondents to reach the best reliability (Lin & 
Jones 1997, 6). For this survey in particular there were 40 respondents, which is less 
than what was aimed for, but enough for the descriptive focus as the target group is 
small. The clothes are targeted for people with certain style and the clothes are more 
expensive than in clothing stores that hold bigger target groups, as for instance 
H&M. Additionally there is not very serious competition in the market. However, 
since the amount of respondents was really small there was not really room for 
useless answers. Unfortunately, few questionnaires were filled by giving sevens only 
and most of the grades given by all the other respondents were only highest grades as 
well. These answers might represent the real opinions of the respondents, but in most 
cases it shows that respondents have not taken the time to actually think the answers 
and/or are answering more with “what the owner wants to hear?”-mentality. Keeping 
in mind that most of the customers who filled the questionnaire were regular 
customers or other longer term customers, the answers might indeed represent the 
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real opinions of the respondents and therefore all filled questionnaires were taken 
into account in the analysis. However, since almost all questionnaires were filled by 
long-term customers, it is important to bear in mind that results in larger scale might 
have given slightly lower levels of satisfaction. 
 
 
6.3.3 Objectivity 
 
Objectivity means that the researcher can in no circumstances influence the results 
intentionally. Results have to be analyzed with neutral perspective towards the object 
of the research. (Heikkilä 1999, 29-30) This study has been conducted before making 
any visits to Pointguard as a customer and for that matter there are not any personal 
opinions interfering the study. Thus, objectivity of the study is good.  
 
 
6.3.4 Benefit and practicability 
 
Good research brings benefit to the company and is therefore important to perform 
(Heikkilä 1999, 31). Since no former research on customer satisfaction has been 
conducted in Pointguard, this study brings indeed new and useful information for the 
owner from which he can develop the customer service and product line to meet the 
customer preferences even better than before. 
 
 
 
7. RESEARCH FINDINGS 
 
 
In the seventh chapter findings of this study are presented. Since the sample of the 
study was very small no demanding statistical tests were necessary to execute. 
Instead certain statistical figures were calculated, of which most are illustrated in 
charts. Analysis of the results has been presented in the same order as in the 
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questionnaire, except for some of the questions from the second page which were for 
fluency reasons presented with the statements handling the products.  
 
 
7.1 Background information 
 
By interviewing the owner of Pointguard it was revealed that a typical customer of 
Pointguard is 14 to 30 year old male. Background information of this study 
supported the claim almost perfectly when it comes to the gender distribution, since 
amazing 80 % of the respondents were males and only two of the respondents were 
females. According to the owner 10 % of the customers during the study period were 
females. The proportion of women was 20 % according to the study, which is a bit 
more than what was believed. However, it is important to bear in mind that there 
were still only two female respondents who answered to the questionnaire. When the 
sample is as small, as it was in this study, even small numbers result high when 
presented in percentage. Nevertheless, because of this great amount of men in the 
clientele gender is not used as a variable later on when comparing the answers of the 
respondents on various subjects.  
 
Range of the age groups in the questionnaire was from under sixteen to over thirty 
year olds; in a way that one group consists of five years. There was also a group of 
respondents who did not reveal their age. Age distribution differed from the idea of 
the owner, but only by tightening the core group. According to the findings the 
biggest customer group consists of 21 to 25 year olds as the percentage of this group 
was 52.5 %. Therefore, customers younger than 21 and older than 25 form a 
minority. However, together these age groups form just a little bit less than half of 
the clientele and therefore should not be forgotten. According to the owner the age 
distribution during the study period was as follows: 16 to 20 year olds 50 %, 21 to 25 
year olds 30 % and 26 to 30 olds 20 %. As it can be seen from the figure below the 
age distribution was quite different. When owner’s estimation of the biggest age 
group was 16 to 20 year olds, this study indicated that biggest age group was 21 to 
25 year olds. Difference with 13 and 49 % is huge, but again it is important to 
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remember that the sample was very small and therefore fluctuation from one 
direction to the other might exist if the study would be repeated with bigger sample. 
 
 
 
 
 
 
 
 
 
 
 
igure 8: Age Distribution 
omers, but customers who visit the store 
ccasionally gave very good response rate as well. Amount of first time customers 
as only 2 %, which has good and bad sides. On the other hand it is good that 
ers have used the service before, because they have foundation for their 
nswers. Then again, first time customers would have given pure evaluation of the 
ervice since they do not hold a need to please the staff like regular customers might 
lustrates the customer relation distribution of this study: 
 
 
 
 
 
Figure 9: Customer Relation Distribution 
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7.2 Owners conception of customer satisfaction 
 
General belief of customer satisfaction of Pointguard before conducting this study is 
that customers are quite satisfied. This idea is based on the fact that not so m
complaints or reclamations have been received. The owner is convinced that the
selection of products and the level of customer service are in line with the 
expectations the customers have towards Pointguard. When it comes to the prom
given in marketing communication being in line with the service in real
owner’s opinion is the same. By his opinion there should not be a gap between these 
features, mostly because Pointguard does not advertise that much. He also believes
uch 
 
ises 
ity the 
 
ers do recommend Pointguard for people they know. This is for which 
s, as word-of-mouth is their most important marketing channel.  
on belief the service quality in Pointguard is high. The owner bases this 
ting the same style than the customers 
ore able to provide excellent service, since they know what is currently 
 not trained in any special way, but the motivation is 
aintained with good commissions. 
ocessed by producing frequency 
ers (statistical means) of every age group and customer 
 
 
that his custom
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7.3 Perceived quality of service features 
 
Analysis of this particular part of the study was pr
tables in which average answ
relation group were used. The frequency tables of these two variables were presented 
in a form of charts. Other parameters of location were calculated although some 
figures were not very realistic to calculate since variation in grades given for the 
service features was not great. For instance percentiles were quite pointless to 
calculate, when most of the grades were sixes and sevens. In the end medians and 
means were calculated. As mentioned above means were used in the frequency 
tables, but medians were presented separately. 
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7.3.1 Service process 
 
First statement in the service process evaluation was “Service process is flawess”. As 
e is a reason to believe that the answers are 
liable.  
possible problems, for instance return of a 
roduct, and how they are solved. Surprisingly results in particular for this statement 
hird statement was about waiting for the service. Apparently there is no need for 
aiting since the lowest grade given was as high as 6.50 by 26 to 30 olds. This grade 
 still very high and indicates that either there are not that big crowds in the store 
s or then management of these situations is very functioning.  
ery good conclusions can be drawn from the fourth statement as well. This 
e the lowest grade given was 6.5. High grades given for this statement do 
ot arrive with that big of a surprise, since all the other statements gave very high 
it can be seen from the charts below (charts ten and eleven) the average evaluations 
for the first statement gave in minimum a grade of 6.67. This is extremely high score 
and indicates that most of the answers have been sixes and sevens. Most of the 
respondents were regular customers and occasional visitors, who use the service 
relatively often, which is why ther
re
 
Second statement was about solution of 
p
showed slightly lower grades.  Also many respondents did not have an opinion for 
this particular statement at all, which then again indicates that not so many problems 
have occurred. Low amount of problems occurring in service delivery easily results 
to customer satisfaction, but the problem with this case is that when the problems do 
occur, management of them is not always very functioning. This conclusion has been 
drawn from the fact that this statement was one of few statement in this study 
receiving an average grade lower than six. However this grade was given by 16 to 20 
year olds only. Otherwise the grades were greater than six. 
 
T
w
is
even at the peak time
V
statement was about inquiries made by the customers and how fast they are 
answered. Since the lowest grade given was 6.8 and half the age groups gave a solid 
seven, it is clear that the inquires are always answered and that in most times 
customers do not have to wait long for the answer.  
 
Fifth statement clarified understanding of customer needs. Grades were again very 
high, sinc
n
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grades as well. Since the service process is all together evaluated functioning and the 
inquires are answered fast, not to mention the fact that the customers do not have to 
wait for the service in general, it would be bizarre if they would state that their needs 
would not be understood. Besides, it is important to keep in mind that grades given in 
all the other sections of the study were very high as well. Following chart clarifies 
the responses given by the different age groups: 
 
 
 
 
 
 in most cases sevens. Variation 
as found with only over 26 year olds as all the younger respondents gave only 
ve been sixes and sevens.  
 
Reliability in the grades given by the first time customers is not very high since there 
were only two of these customers in total. This means that although both of the 
grades given by this group were sevens it does not mean that this would be the case 
 
 
 
 
 
 
Figure 10: Service process evaluation by age 
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sevens, except 16-20 year olds for statement number two, which stood for the 
problems along the service process. It is easy to see already from the figure above 
that from 16 to 20 year olds as well as from 26 to 30 year olds this statement has 
received lower grades. This only supports the conclusion that problem solving of 
Pointguard could need some development. As it was stated, there was more variation 
in the medians by over 26 year olds. In addition to the statement number two 
statement number three, waiting for the service, got also a median lower than seven, 
that is 6.5, as it was with the statement number two. These figures are still high and 
can only indicate that most of the grades given ha
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in reality if several more customers of this age group would have filled the
questionnaire. Occasional visitors give more variation in their grades, although
 
all 
the grades were six or more. Exactly the same can be said of the grades given by the 
regular customers. Same ideas and conclusions drawn from the age groups apply also 
for the customer relation groups and therefore there is no need to specify them here 
as well. The figure below shows the distribution of grades by customer relation: 
7.3.2 Service personnel 
 
As it can be seen from the charts (charts twelve and thirteen) below, service 
personnel are well-liked in Pointguard. There were also comments given in the end 
of the questionnaire, which were speaking well of the atmosphere in the store, of the 
service in general and of one particular sales person referred as “Kapu”. He got 
several compliments.  
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Figure 11: Service process evaluation by customer relation 
 
Statistical medians for customer relation groups were all sevens, except for the 
second statement, which again resulted lower in the occasional visitors group. This 
median was six, which means that the grades were again mostly sixes and sevens.  
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First statement in the category of service personnel was about the availability of the 
service personnel when needed. All the grades were really close to seven since the 
lowest grade given was 6.67. This indicates that the customers more or less always 
get served when wanted. Same conclusions can be drawn from the grades given for 
the statement number two, in which the lowest grade given was indeed 6.65. This 
statement was about service personnel’s willingness to serve, which according to the 
 
Fifth statement was about the appearance of the service personnel. Average grades of 
three age groups out of five were sevens, which indicates that the appearance is 
grades and the comments specified above is high.  
rvice 
 
 way. It 
ans that in 
neat 
nd appropriate. Following chart illustrates the service personnel evaluation by age: 
Figure 12: Service personnel evaluation by age 
 
Third and fourth statements evaluate the politeness and attentive nature of the se
personnel. These statements got slightly lower grades from over thirty year olds,
even though the grades given by all the other age groups were again very high. It is 
important to keep in mind that there were only two over thirty year olds responding 
for the questionnaire from which the other gave solely sevens. One unhappy 
customer does not mean that all over thirty year olds would feel the same
must be remembered that there are 39 other respondents who gave amazingly high 
grades for all of the statements evaluating the service personnel. This me
the end courtesy of the service personnel in Pointguard is amazingly good.  
a
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Statistical medians by age were all sevens, except for the statement number two, 
willingness to serve, with the 26 to 30 year olds. There was even more variation with 
e medians in the group of over thirty year olds. However in this case it must be 
fact that service personnel is the 
econd important service feature of all these four. Grounds for this fact can be found 
 
 
 
 
e 
 the 
th
remembered that there were only two respondents belonging to this group and that 
the other one gave sevens along with the respondents for other age groups. 
 
As it can be seen from the chart below, there is not that much variation in grades 
sorted by customer relation. This is also supported by the median calculation as the 
medians were all sevens when considering customer relation groups. The results of 
service personnel evaluation in total support the 
s
later, from the chapter “7.4 Importance of the service features”. Following chart 
illustrates the distribution of grades given for the service personnel by customer 
relation: 
 
 
 
 
 
 
 
 
Figure 13: Service personnel evaluation by customer relation 
 
 
7.3.3 Service environment 
 
Service environment evaluation included three statement from which the first on
stood for the indoor decoration of the store. Most of the grades given for the indoor 
decoration were around six. Indoor decoration therefore satisfies most of
Service personnel evaluation by customer relation
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customers very well. Second statement of the service process evaluation was about 
 for the statement were going by the 
is matter 
ontains for instance credit card machines etc. The evaluation of this statement gave 
r all the statements relating to the service environment. Following chart 
illustrates the differences in answers by age: 
 
 
 
 
 
 
 
 
 
 
 
igure 14: Service environment evaluation by age 
ost medians were sevens or at least 6.5 as earlier, but there were couple of the 
edians that differ from the others. In case of the 21 to 25 year olds  all medians 
were sixes and with 26 to 30 year olds as well (except for the last statement, which 
layout of the products in sale. The grades given
same line than in the grades given for the statement number one. Mostly the grades 
given were around six; although 16-20 year olds gave 6.8 for the layout, as did 
younger than sixteen year olds in case of indoor decoration.  
 
Third statement was about equipment Pointguard is using. Equipment in th
c
more variation than did first two statements. The biggest customer group by age gave 
an average of six, but then there were close sevens given a lot by 16 to 20 year olds 
and 26 to 30 year olds. Over 30 year olds gave surprisingly low grades for this 
statement resulting to an average of 4.50. It must be remembered though that there 
were only two over 30 year olds answering to the questionnaire produced for this 
study, which means that only one low grade is needed from the other to result in this 
kind of an average. Actually the other over 30 year old respondent gave indeed 
sevens fo
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was once again seven). This indicates that there was more variation with the grades 
is time. It does not have to mean that there would be something seriously wrong 
ith the service environment, since six is still a high grade. Medians by customer 
lation vary quite a bit by still remaining in six or greater. Once again, this indicates 
at most of the grades given have been sixes and sevens.  
mer relation remain in 
losely same level than in sorting by age, which in this case is around grade “six”. 
nly an average grade for statement number one by first time customers is lower 
has been formed by responses of only two respondents. 
his is why it is important to bear in mind that the reliability of the average grade 
 
 
 
 
 
th
w
re
th
 
As it is possible to anticipate the responses sorted by the custo
c
O
than five, but the average 
T
formed for the first time customers is not very high. Not necessarily every first time 
customer forms same kind of opinion on indoor decoration, which the statement 
number one in this case stands for. This can be concluded of such a big number of 
customers who come back to Pointguard and give higher grades. They have been 
first time customers some day as well. From following chart it can be seen how the 
grades given for the service environment do not fluctuate that much, when excluding 
the situation above: 
 
 
 
 
 
 
 
 
 
Figure 15: Service environment evaluation by customer relation 
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7.3.4 Products 
 
There was quite a lot variation with the grades given for the first statement, which 
stood for availability of the products. The lowest grade given was 5.75, which means 
that the grades given have still been quite high, but since in this study grades fewer 
than six are the ones that are managed in most poor way the grades indicate that the 
availability of the products should probably be a little bit better designed.  
 
Statement number two was about quality of the products and that the quality is 
exactly what was promised by the personnel. The grades for this statement were 
quite high, since the lowest grade given was 6.5. Opinions on price-quality ratio 
larify the quality matter more closely in the chapter “7.5.2 Price-quality ratio”. 
ollowing two charts illustrate variations in the responses by age and then by 
ustomer relation. Outlook of the charts is very much the same, except that the first 
me customers do not have an opinion on the product availability. This is more or 
ss obvious since they do not have any other situation to compare with. 
e 
c
F
c
ti
le
  
Figure 16: Product evaluation by age 
 
In product evaluation the only medians lower than six from this whole study were 
found. Those were with under sixteen year olds as well as with the 16 to 20 year olds 
with the statement number one, standing for the product availability. This supports 
the conclusion drawn above that the availability of the products could need som
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development. However, in case of the 20 to over 30 year olds the medians were again 
sixes and sevens. The results sorted by the customer relation show same kind of 
medians, sixes and sevens, as well. For the second statement in product evaluation all 
medians result to be sevens, which only tells that the opinion on the quality of the 
products is indeed very much positive. 
Product evaluation by customer relation
Statement 1.
3,00
4,00
5,00
6,00
7,00
Statement 2.
0,00
1,00
2,00
First time customer Occasional visiter Regular customer
  
Figure 17: Product evaluation by customer relation  
 
All together 25 % of the respondents, that is ten respondents, wished for m
selection on clothing items provided in Pointguard. Rest 75 % was satisfied with the 
selection in current state. According to the respondents selection of all clothing item
should be expanded. Caps were the items most wished for, but also hoodies and 
ore 
s 
hoes were mentioned several times. 
avorite brand was by far K1X, which was in fact the brand Pointguard started with. 
outh Pole then again was not mentioned by any of the respondents. LRG and 
ocawear are the second preferred brands sold in Pointguard getting bearers in every 
ge group except Rocawear in 16 to 20 year olds. Akademiks and New Era got 
upporters in moderate scale, New Era a bit more. Triple5Soul was a brand only 
referred by the 21-25 year olds. However, it must be remembered that it is the 
iggest age group shopping in Pointguard, which indicates that in the end the brand 
as quite good clientele anyway. In this same age group PellePelle and Enyce were 
entioned by one respondent as well. The distribution of brand preferences can be 
s
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seen from the two charts below in which the responses have been sorted by age first 
nd then by customer relation: 
portance of the above analyzed service features was measured by asking the 
for the service features according to their 
a
 
Figure 18: Favorite brands by age 
 
Figure 19: Favorite brands by customer relation 
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importance. Following chart will clarify the distribution of the points by different age 
 
 
 
 
 
er to 
ell. It was interesting to find some respondents who gave more points for personnel 
le come to the store primarily 
ecause of the service personnel and secondly because of the products. Most of these 
ere. Mostly service personnel got the second 
ighest points, which indicates that service personnel is the most important service 
groups: 
 
 
 
 
 
 
 
Importance of service features by age
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Figure 20: Importance of service features by age 
 
It was most practical to count the average points given in each age group and then 
compare the averages to see the distribution of points. As seen from the chart the 
products are found most important from the service features, which is not a surprise 
since in this kind of a company products are usually the reason for the custom
come in. In this case, however, service personnel showed high amounts in points as 
w
than for products, which indicates that these peop
b
kinds of customers might feel that they could buy their clothes from just about any 
store, but they like to shop in Pointguard, because of nice service personnel. The 
atmosphere of the store was complemented by more than one respondent, which 
might be one reason for the personnel scoring high, since usually personnel has great 
deal in formation of good atmosph
h
features for customers of Pointguard, when excluding products. Service process and 
service environment were almost equal with the point distribution. Following chart 
shows the point distribution by customer relation and it can be easily seen that the 
point are distributed in the same manner as they were in the distribution by age: 
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pinion for opening hours. Following chart illustrates the small differences in the 
Importance of service features by customer relation
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Figure 21: Importance of service features by customer relation 
 
 
7.5 Others 
 
In this chapter it is clarified how customers of Pointguard evaluate opening hours and 
prices in relation to the quality.  
 
 
7.5.1 Opening hours 
 
Pointguard opens the doors at twelve from Monday to Friday and closes at six. On 
Saturday the store is open from ten until three. (www.pointguard.fi) General consent
of the respondents was that the opening hours are suitable as they are. All the 16-20 
year olds and younger customers considered the opening hours to be suitable as did 
all over 30 year old customers. Most of the 21 to 30 year old customers agreed, but 
there were two who thought that the store should open earlier, except on Saturdays 
for which it was wished that the store could stay open longer and open a bit later to 
compensate the longer afternoon. In the end only one respondent did not give any 
o
answers by age and customer relation: 
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. Of 
ent 
ot reveal their relation to Pointguard. Another one agreed with the majority, but the 
ther one wished for longer opening hours. Following chart illustrates the opinions 
y the customer relation: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 22: Suitability of opening hours by age 
 
There were only two first time customers who both considered the opening hours to 
be suitable as they are. All occasional visitors, all together 16, agreed with them
the regular customer one did not give an answer at all and one wished developm
for opening hours on Saturday. Rest of the regular customers, all together 18 
considered that the opening hours are just fine. There were two respondents who did 
n
o
b
 
Figure 23: Suitability of opening hours by customer relation 
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7.5.2 Price-quality relation  
 
Most of the respondents thought that price-quality ratio is good. All together 22 
respondents, that is 55 %, considered that the ratio is good, some even stated that the 
prices are a bit on cheaper side when considering the quality. Rest 45 % of the 
respondents gave a bit more variation in their answers than in opening hours. 12 of 
them considered that the price-quality ratio was quite good. Half of them belonged to 
the biggest age group, i.e. 21 to 25 year olds. Two were 16-20 year olds as well 26 to 
30 year olds. Only one from under 16 year olds and over 30 year olds considered the 
ratio quite good. Only 5 % of the respondents thought that the prices are a little bit 
too expensive, but this number is clearly a minority. In the end there were four 
respondents who did not have an opinion of the price-quality ratio. Following chart 
clarifies the differences in the answers by age groups: 
 
 
 
 
 
 
 
 
 
 
 
 
ollowing chart shows the distribution of the answers by customer relations: 
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Figure 24: Opinion on price-quality ratio by age 
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igure 25: Opinion on price-quality relation by customer ratio 
ers 
 
er 
Firstly, it is easy to notice that service quality as well as product quality is excellent 
in Pointguard. Very rarely the respondents gave lower grades than sevens or sixes. 
Service process as an entity got very good grades, except for the second statement 
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8. CONCLUSIONS AND RECOMMENDATIONS 
 
 
There were two main objectives in this study. First objective was to clarify what 
influences customer satisfaction along service process. For this objective this study 
provides a profound description. Second main objective was to define what satisfies 
customers of case company, Pointguard, and what kind of issues then again need 
development according to the customers. Aim was also to find out are the custom
and the owner in same page with the conception of customer satisfaction. Since a 
sample was very small and the respondents have not been very critical, foundation 
for deep analysis was not very viable. Nevertheless, some recommendations have
been made. Finally, as an entity this study also answers to a question why custom
satisfaction is important to maintain. 
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(recommendation for it later on). This means that when customer goes shopping in 
Pointguard he (or she) knows that good service can be awaited. This is good, since 
clothes still belong to basic needs of any consumer, although in this case clothes are 
more for self-expression than to cover basic human needs. Still, very few products 
are so extraordinary that even with bad service sales would skyrocket. With bad 
service many customers change the store. Nevertheless, when it comes to clothing 
business customers have alternatives and therefore can easily change the store if the 
service is not appropriate. Personnel have a great deal in service process quality 
formation as well. With rude service personnel the whole service process would 
suffer. Fortunately this is not the case in Pointguard. The personnel are very well-
ked and got a lot of compliments. It could be reasoned that the service process is as 
ood as it is partly because of the personnel.  
here was not much to conclude of the opening hours and price-quality ratio. Mostly 
ey were accepted and considered fine as they are, but of course there were few who 
isagreed. The quality of the products was in all cases considered good or very good, 
ut prices were a bit too expensive for few of the respondents. Great majority 
onsidered the ratio to be appropriate as it is though. For the opening hours the 
ituation was the same. Vast majority thought the hours are just fine. Only two 
isagreed.  
reat the charts did not give out that 
uch variation either. However, there were some issues that stood out from 
In service process feature category statement number two, considering possible 
any 
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Because the variation in the grades was not g
m
otherwise highly positive results.  
 
Problem solving 
problems and their solution, strongly divided opinions. Mostly the grades given were 
good, but there was enough respondents giving low grades in order to end up with 
low average grade for this statement. There was also high number of respondents 
who did not give grade for this matter at all. This then again tells that not m
customers have suffered of service mistakes and problems. However it is not enough 
to just rely on a fact that there are not many mistakes occurring. Key is how the
problems and mistakes are handled. Badly managed mistake can generate a lost 
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customer or many lost customers as this disappointed customer might and in most 
cases will tell others about the company. Well-managed problem then again can 
make even an angry person satisfied in the end. Finally, it is important that all the 
employees in the company understand that it is not fine if a customer leaves the store 
angry and disappointed. They need to know the ways to correct the situation in a way 
at in the end the customer feels that his or her needs were understood and 
verything that was possible to do was done for him or her. If the employees are not 
apable for solving the service mistakes and problems training is needed. In small 
rganisation like Pointguard development meeting would probably be enough.  
tarting point in problem solving is to identify the problems, which can be done by 
ommunicating with the customers. Most customers, in particular Finnish customers, 
ill not tell if something is wrong, but change to competitor and in worst case takes 
is or her friends along. For Pointguard best suggestion would be that feedback 
ould be constantly collected and that occasionally even a small-scale study of 
ustomer satisfaction would be conducted. When time passes customers change and 
eeds of existing customers change, which is why communication with the 
 do not apply anymore 
 on. 
Product availability was another statement that got slightly lower grades. Non-
availability is expensive as sale cannot be closed and also customer gets disappointed 
of not getting what he or she wanted. This is why availability of the products is 
th
e
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customers needs to be continuous. Same issues studied now
when months and years pass
 
This study revealed two specific points were problems seem to occur. Possibly 
outdated equipment and problematic product availability are handled in next two 
chapters: 
 
One problem occurring during the service process could be rising from the point of 
payment. In some places the credit card machines are so outdated that usage of Visa 
Electron for example demands patience and time from the customers as the service 
process becomes longer in their case. In some places Visa Electron, which young 
people use a lot, is not accepted at all. If this is the case in Pointguard the solution 
would be as simple as renewal of equipment.  
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extremely important to control. Forecasting is one method to improve product 
age, 
 rap 
 
robably see these moving advertisements. Newspaper City is also very narrow 
arketing channel especially if this channel is not used regularly.  
ersonal selling in the store is in very good state at Pointguard since the staff is 
rofessional and well-liked. Also when it comes to the hip hop image publicity 
ctivities are well-managed as the Finnish hip hop artists wear the clothes in their 
igs and different shows. The real problem is indeed that the visibility for other than 
ip hop oriented customers is far too low. However, there are plenty of alternatives 
r Pointguard to achieve more visibility among these customers.  
ternet provides far reaching and easy alternative for marketing especially because 
ointguards target customers are quite young. Internet is familiar for practically all 
olds great potential for a marketing 
hannel of Pointguard. For instance virtual magazines and discussion forums are 
oriented 
forums and magazines work, as do all kinds of virtual and non-virtual magazines and 
forums popular among young and trendy people. An ad on these forums and/or 
magazines would improve visibility of Pointguard considerably. For instance 
formerly mentioned City is also available in Internet. An ad on the page working as a 
link to Pointguards own web page would reach far more customers than occasional 
ad on City’s paper version. Marketing in the paper version of City is not that bad 
alternative either, since the distribution of City is quite extensive and this paper is 
quite popular among young people. This channel, like all the other channels should 
availability. Sufficiency of every item can be forecasted by studying sales from 
previous years and taking into account seasonal peaks.  
 
Marketing activities 
In the interview the owner stated that Pointguard has a bit too hip hop centred im
which makes it difficult for trendy people who are not that interested of hip hop to 
approach the store. Since Pointguard also sells clothes for bearers of other styles than 
hip hop they should develop their marketing activities in order to reach the target 
group for these clothing items. It is not enough to rely on product placement with
artists, since people who are not that interested of rap and hip hop would not
p
m
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young adults nowadays and therefore Internet h
c
highly popular among today’s young adults. All trend, music and culture 
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just be used regularly, as consumers tend to forget an ad if they do not see it for a 
while. Therefore only an occasional ad is in most cases waste of money and time. 
The benefit with Internet is that the forums and magazines mentioned are usually 
visited daily or at least several times a week, which is beneficial for advertisers as for 
instance Pointguard, since the ad could be seen during all these visits. Magazines in 
paper versions are usually read once and after that pushed aside. Therefore ad in the 
Internet would provide much more visibility.  
 
Television ads cannot be considered in this case as Pointguard is a small company 
and for that matter this kind of advertisement would be too expensive when 
comparing to the possible benefit. Same can be concluded of sponsoring for instance 
usic events or skate boarding events. Latter one would not deliver the benefit 
oked for anyway as these marketing activities are recommended for reaching new 
ustomers out of hip hop genre. In general sponsoring is rather expensive and 
erefore not the most feasible option. 
emale clothing 
roduct availability was one element of product quality that seemed to require some 
evelopment. According to the owner all the brands on the market of this particular 
tyle are represented in Pointguard, but still more selection was wished for by 25 % 
f the respondents. The greatest concern when it comes to the selection is that current 
election of female clothing is quite inadequate. Already the number of female 
spondents told harsh facts of the reality; not many females shop in Pointguard. The 
etball related style, is 
ore masculine, but since Pointguard sells also clothes out of these genres, they 
ould also develop their line of female clothing. Females of the age group generally 
terested of Pointguard are highly fashion-conscious and hold quite strong 
 ignoring an important 
ustomer group and should reconsider if there would be more to offer for the female 
ustomers as well. 
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 APPENDIX 1 
 
ASIAKASTYYTYVÄISYYSTUTKIMUS 
 
 
Sukupuoli  Mies  Nainen 
  
Ikä  Alle 16          16-20          21-25          26-30         Yli 30 
 
Asiakassuhde a) Asioin liikkeessä ensimmäistä kertaa 
  b) Käyn liikkeessä silloin tällöin 
  c) Olen vakioasiakas 
 
 
A
sam
rvioi seuraavia asioita asteikolla yhdestä seitsemään (1=täysin eri mieltä, 7=täysin 
aa mieltä, 8=ei osaa sanoa).  
   2    3    4    5    6    7          8 
uotteet 
 1    2    3    4    5    6    7          8 
 
Palveluprosessi 
Palveluprosessi on virheetön  1    2    3    4    5    6    7          8 
Mahdollisten ongelmien (esim. tuotepalautus)  
ratkaisu on toimivaa   1    2    3    4    5    6    7          8 
Palvelua ei tarvitse odottaa  1    2    3    4    5    6    7          8 
Kyselyihin vastataan välittömästi tai  
kohtuullisen ajan kuluessa   1 
Asiakkaiden tarpeet ymmärretään hyvin  1    2    3    4    5    6    7          8  
 
Palveluhenkilöstö 
Palveluhenkilöstön apu on aina saatavilla 1    2    3    4    5    6    7          8 
Palveluhenkilöstö on palvelualtista  1    2    3    4    5    6    7          8 
Palveluhenkilöstö on kohteliasta  1    2    3    4    5    6    7          8 
Palveluhenkilöstö on huomaavaista  1    2    3    4    5    6    7          8 
Työntekijöiden ulkoasu on miellyttävä  1    2    3    4    5    6    7          8 
 
Palveluympäristö 
Liikkeen sisustus on miellyttävä  1    2    3    4    5    6    7          8 
Myytävien tuotteiden esillepano on toimiva 1    2    3    4    5    6    7          8 
Laitteisto (esim. maksupäätteet) on ajantasainen 1    2    3    4    5    6    7          8  
 
T
Luvatut tuotteet ovat aina saatavilla 
Tuotteiden laatu on lupausten mukaista  1    2    3    4    5    6    7          8 
 
 
Jaa 100 pistettä yllä mainituille kategorioille sen mukaan kuinka tärkeitä ne 
ovat? 
 
Palveluprosessi            Palveluhenkilöstö             
Palveluympäristö            Tuotteet              
 
 Mieluisin tuotemerkki (voit valita useampia) 
 
K1X  Rocawear  South Pole 
Akademiks  LRG  Triple5Soul 
New Era  Muu, mikä?     
 
 
Onko tuotevalikoima mielestäsi tarpeeksi laaja? Kyllä Ei 
 
 
Mikäli vastasit edelliseen kieltävästi, tarkenna mitä tuoteryhmiä toivoisit 
laajennettavan? 
 
Kengät  Hupparit  T-paidat  
Housut  Takit  Colleget 
Lippikset  Muu, mikä?     
 
 
Ovatko aukioloajat mielestäsi sopivat? Kyllä Ei 
 
 
Mikäli vastasit edelliseen kieltävästi, minkälaisia aukioloaikoja toivoisit? 
      
       
 
 
Mikä on mielipiteesi hintatasosta suhteessa tuotteiden laatuun? 
      
       
 
 
O
 
nko sinulla jotain lisättävää? Kehuja, moitteita, ehdotuksia…? 
     
       
      
       
       
 
 
KIITOS OSALLISTUMISESTASI! 
 
 
 
 
 
 
 
 
 
 
 
 APPENDIX 2 
 
 
CUSTOMER SATISFACTION SURVEY 
 
 
Gender  Male Female 
  
Age  under 16          16-20          21-25          26-30         over 30 
 
Customer relation a) I’m a first time customer 
  b) I visit the store occasionally 
  c) I’m a regular customer 
 
 
Evaluate following matters in a scale of one to seven (1=completely disagree, 
7=completely agree, 8=no opinion).  
 
Service process 
Service process is flawless   1    2    3    4    5    6    7          8 
Solution of possible problems (e.g. return of  
a product) is functioning   1    2    3    4    5    6    7          8 
There is no need to wait to get served  1    2    3    4    5    6    7          8 
Inquires are all answered within 
appropriate time   1    2    3    4    5    6    7          8 
Needs of a customer are understood well 1    2    3    4    5    6    7          8  
 
Service personnel 
Help of the service personnel is always available 1    2    3    4    5    6    7          8 
Service personnel is willing to serve  1    2    3    4    5    6    7          8 
Service personnel is polite   1    2    3    4    5    6    7          8 
Service personnel is considerate  1    2    3    4    5    6    7          8 
Outlook of the service personnel is pleasant 1    2    3    4    5    6    7          8 
 
Service environment 
Indoor decoration of the store is pleasant 1    2    3    4    5    6    7          8 
Layout of the product in sale is functioning 1    2    3    4    5    6    7          8 
Equipment (e.g. credit card machines) is updated 1    2    3    4    5    6    7          8  
 
Products 
Promised products are always available  1    2    3    4    5    6    7          8 
Quality of the products is as promised  1    2    3    4    5    6    7          8 
 
 
Divide 100 points for above mentioned categories by their importance 
 
Service process            Service personnel             
Service environment            Products              
 
 Favorite brand (possible to choose more than one) 
1X  Rocawear  South Pole 
 
K
Akademiks  LRG  Triple5Soul 
New Era  Some other, what?    
 
 
Is the product range broad enough  Yes No 
 
 
If the answer was no, which product groups you would wish to be extended? 
 
Shoes  Hoodies  T-shirts  
Trousers  Jackets  College shirts 
Caps  Some other, what?    
 
 
Are the opening hours appropriate?  Yes No 
 
 
If your answer was no, what kind of opening hours would you wish for? 
      
       
 
 
What is your opinion of the price-quality relation? 
      
       
    
 
 
Do you have something to add? Praises, blames, suggestions…? 
  
       
      
       
       
 
 
THANK YOU FOR TAKING PART TO THE SURVEY! 
 
 
 
 
 
 
 
 
 
 APPENDIX 3 
 
HAASTATTELUKYSYMYKSET 
 
POINTGUARDIN PERUSTAMINEN JA ORGANISAATIORAKENNE 
1. Mikä sai sinut lähtemään yrittäjäksi? Miksi juuri tämän alan yritys? 
 muita omistajia/osakkaita? 
ntaa Pointguardia muihin Suomen kaupunkeihin?  
TI 
jonkin tietyn merkin takia ja kuinka moni taas lähinnä Pointguardin 
prosentuaalisesti? 
4. Pointguardilla on liikkeet Salossa ja Lahdessa ja lisäksi tuotteita myydään 
s? 
 nettikaupassa kuukausittain? 
7. Miten nettikauppa käytännössä toimii? Tilaukset, toimitukset, ehdot, jne. 
8. Onko Pointguardilla mitään kanta-asiakasjärjestelmää?  
9. Kuinka Pointguard markkinoi? 
 
TUOTTEET 
1. Minkälaisia vaatteita ja asusteita Pointguard myy? 
2. Mitä sanoisit tuotteiden hintatasosta? Mikä on vaatteiden hinta-laatusuhde? 
Mitä luulet asiakkaiden ajattelevan siitä? 
2. Milloin Pointguard perustettiin (liikkeet/nettikauppa)? 
3. Onko itsesi lisäksi Pointguardilla
4. Entä kuinka paljon Pointguardilla on työntekijöitä itsesi lisäksi? 
5. Aiotko laaje
 
ASIAKKAAT JA MYYN
1. Minkälaiseksi luonnehtisit Pointguardin asiakaskuntaa? Minkä tyyliset 
ihmiset käyvät ostoksilla Pointguardissa? 
2. Kuinka merkkiuskollisia asiakkaasi ovat? Kuinka moni tulee Pointguardiin 
edustaman tyylin takia? Miten nämä asiakastyypit jakaantuvat 
3. Minkälaiseksi luonnehtisit Pointguardin imagoa? 
netissä. Mikä on näiden myyntikanavien tärkeysjärjesty
5. Miten myynti jakaantuu eri myyntikanavien kesken? Mikä tuottaa eniten, 
mikä vähiten? 
6. Kuinka paljon normaalin myyntikuukauden aikana liikkeissä käy asiakkaita? 
Entä kuinka paljon keskimäärin asioidaan
 
 3. Miten tuotevalikoima on laajentunut toiminnan edetessä? Mistä aloitettiin ja 
missä ollaan nyt?  
4. Onko nettik yydä tai 
päinvastoin? 
otteesi eiv timaista alkuperää tteet tuot ja miten 
tuonti äytännössä 
ILPAILU 
1. Mitä lpailukeinoj din toiminnassa? 
2. Minkälaiset liikkeet kilpailevat Pointguardin kanssa? 
tty asiakastyytyväisyystutkimusta? 
 Jos ei, iin mihin us
täsi ovat? 
3. Minkälaisia odotuksia Pointguard mielestäsi luo asiakkaissaan? 
elutason ja tuotevalikoiman laadun olevan linjassa asiakkaiden 
älitety upaukset mi
6. Uskotko asiakkaiden suosittelevan Pointguardia ystävilleen ja perheelleen? 
tguardissa hoidetaan palautukset ja reklamaatiot? 
1. Luonnehtisitko Pointguardin palvelutasoa korkeaksi? 
 Koulutetaanko 
astyytyväis
laatuun? Miten työntekijöiden motivaatiota ja työhalua pidetään yllä? 
 Aiotaanko tuotevalikoimaa laajentaa tulevaisuudessa?
aupassa myytävänä joitain tuotteita mitä liikkeissä ei m
5. Myyntitu ät ole ko . Mistä vaa
 k tapahtuu prosessi näkökulmasta? 
 
K
ki a hyödynnät Pointguar
3. Pahin kilpailija? 
 
ASIAKASTYYTYVÄISYYS JA ODOTUKSET 
1. Onko Pointuguardille aikaisemmin teete
Jos on, niin m n komukset asiakas-inkälainen?
tyytyväisyydestä pohjautuvat? 
2. Miten tyytyväisiä asiakkaasi mieles
4. Uskotko palv
odotusten kanssa? 
5. Ovatko markkinoinnissa v t l elestäsi linjassa annetun 
palvelun kanssa? 
7. Kuinka Poin
 
PALVELUTASO JA LAATU 
2. Miten palvelun laatua ylläpidetään? esimerkiksi työntekijöitä? 
3. Työntekijän asenne vaikuttaa asiak yyteen ja palvelun koettuun 
4. Minkälaiseksi arvioisit Pointguardin tuotevalikoiman laatua? 
 
 
 
 
 APPENDIX 4 
 
INTERVIEW QUESTIONS 
 
ESTABLISHMENT OF POINTGUARD AND ORGANISATIONAL STRUCTURE 
2. When was Pointguard (stores/on-line sale)? 
 employees are there in Pointguard, excluding you? 
ning to in any land?  
USTOMERS AND SALES 
shop in Pointguard? 
 
customers can be divided percentually? 
Internet. What is the order of importance of these channels of sales? 
ich of the 
w 
7. How the on-line sale functions? Orders, deliveries, terms etc. 
8. Does Pointguard omers?  
9. What kind of marketing activities does Pointguard utilize? 
 
PRODUCTS 
1. What kind of clothes and accessories does Pointguard sell? 
2. How would you describe the price level of the products? What is the price-
quality ratio for the clothes? What kind of thoughts you think it raises in the 
customers? 
1. Why you wanted to be entrepreneur? Why this branch of business? 
3. Are there any other owners/partners for Pointguard? 
4. How many
5. Are you plan  expand Pointguard  other locations in Fin
 
C
1. How would you describe the clientele of Pointguard? What kind of people 
2. How loyal customers of Pointguard are for particular brands? How many 
customers come to Pointguard to purchase some particular brand and how 
many come because of the style Pointguard represents? How these types of
3. How would you describe the image of Pointguard? 
4. Pointguard has stores in Salo and Lahti and the products are also sold in 
5. How are the sales distributed among the channels of sales? Wh
channels makes the most profits and which the least? 
6. How many customers visit the store during normal month of operation? Ho
many customers visit the on-line sale monthly? 
 have a benefit system for regular cust
 
 3. How has the selection of the products widened during the years of operation? 
Which products Pointguard started with and what kind of a selection 
Pointgua ction of 
products in near future? 
 not sold in the on-line sale 
and vice versa? 
 Your roducts do n
rocess? 
OMPETITION 
pete with Pointguard? 
est competitor? 
TATIO
r stomers are
 does P intguard rai
duct quality
of the customers? 
mers recommend Poi
6. How are the reclamations and returns handled in Pointguard? 
w is the service quality maintained? Are the employees trained in any 
c tomer satisf
quality? How the motivation and willingness to serve is maintained in 
rd offers now? Is there any intention to widen the sele
4. Is there some products sold in the store that are
5. p ot origin from Finland? Where are the products imported 
from and how does the importing take place as p
 
C
1. What kind of competitive strengths Pointguard has? 
2. What kinds of companies com
3. The strong
 
T ON AND EXPECCUSTOMER SATISFAC I NS 
1. How satisfied do you think you cu ? 
2. What kind t o se in its customers?  of expec ations
3. Do you believe the service and pro  is in line with the expectations 
4. Are the promises delivered in marketing communication in line with the 
service delivered? 
5. Do you believe that custo ntguard to their family and 
friends? 
 
SERVICE STANDARD AND QUALITY 
1. Would you determine the service standard high in Pointguard? 
2. Ho
way? 
3. Employees’ attitude influences us action and the perceived 
Pointguard?  
4. How would you assess the quality of the selection of products in Pointguard? 
 
 
